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The name Keps has become the name for canvas shoes in America. In women's shoes, it's 
Kepetres, You don't have to “push” them. They're so well known—so popular—they sell 
themselves. They do another important thing for you, too—they build traffic in your store, 
helping you sell more of all types of shoes. How's your stock of Keps® and Keperres®? 
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MOXEES sNow BOOTS 


by BELGRADE 


Advance styles from a famous maker .. . 
who specifies TREDAIR Soles by Cat's 4 
Paw ... sure to be winners next winter ! Protection, comfort, style. . . 


these are what sell winter 
footwear. And TREDAIR 
Soles by Cat’s Paw offer all three in full measure 
. . . for the bottoms of your cold-weather line. 
TREDAIR is absolutely waterproof, remark- 
ably lightweight, available in smartest colors. Top 
quality, too... as you (and the public) 
can tell by the Cat’s Paw name. 











For samples, contact Cat’s Paw Rubber Co., inc, Baltimore 30, Md. « In Canada: Cat's Paw Holtite Rubber Co., Ltd., Drummondville, Que. 
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There are 4,100,000 Boy Scouts in America 
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...and more of them wear Buster Brown 









Are you getting your share of this profitable business? 


Get the details on how Buster Brown’s established 





preference with boys and their mothers makes 
aa selling simple and profitable. Write, wire, or call 


Boy Scout Shoes 
Brown Shoe Company, St. Louis. 


Brown Shoe Company 


St. Louis... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes * Life Stride * Naturalizer * Pedwin * Propr-Bilt 
Risqué * Robin Hood * Roblee * Westport 
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EL TORO 
—Pump with Piaked Plug and Buckle Tie $3.50 

X811 Black Calf * B 342/10 

X813 Red Calf AA 4/10 PEGGY 

X818 Kork Leather * —Skimmer Pump * B,C, 12%/3 
*90 White Glazed Kid B 344/10 
*91 Black Glazed Kid AA 4/10 
*92 Brown Kid Suede AAA 5/10 


"93 Red Glazed Kid 
"94 Navy Glazed Kid 
*95 Pastel Pink Glazed Kid 
*96 Black Patent 
*97  ~+Pastel Blue Glazed Kid 
*98 Brown Glazed Kid 
*99 Black Kid Suede 
"910 Silver Brocade—Can Be Tinted 
911 Apricot Glazed Kid 
912 Lime Frappe Glazed Kid 
913 Pineapple Glazed Kid 
915 Turquoise Glazed Kid 
: 916 Tangerine Glazed Kid 
i 917 Oriental Cloth 
! 918 Vanilla Glazed Kid 
veu 919 Avocado Glazed Kid 
f 921 Black Velvet 
; 924 Blue Kid Suede 
914 24 Karat Gold Brogandi Kid 
~Special Price $5. 


PRICES SLIGHTLY HIGHER WEST OF DENVER 
NEW YORK SALES OFFICE: 
Rooms 933-935 Marbridge Bidg., 47 W. 34th St. 


ST. LOUIS SALES OFFICE: 
Room 409 Silk Exchange Bidg., 12th & Washington 


DEPT. 8 PARAGOULD, ARKANSAS 

































ALL MADE IN OUR MODERN FACTORY 
Terms: 5%—30 days, 31 days net. 


WRITE FOR NEW CATALOG 


ED WHITE JUNIOR SHOE CO. 
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SUPERGRIP 


Sets the Pace 
for Good Bonding 


In hundreds of factories, Supergrip is setting the standard for a quality, 
reliable product. And the number of users is increasing steadily as more and 
more factories find out that Supergrip offers more. 


For example, top grade materials and blending methods provide bond 
strengths that take a big worry out of cement shoemaking. 


Add to this the extra mileage Supergrip gives, the cement know-how 
that stands behind every 
gallon of Supergrip 
and it’s easy to see 
why Supergrip is the 
shoe industry’s num- 
ber one name in sole at- 


taching cements. 


If you want to be sure you’re getting 
the best value for your cement dollar 
call your nearest United branch office. 
We'll help you select the right cement for 
your methods and materials and arrange 
a demonstration. 


SUPERGRIP cements 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS. 
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MILANO MOC #1 


Beige Kafalope with Tan Calf 
Mudguard—White Hand Stitch . N S T O C K 
Light Grey Kafalope with 
Black Calf Mudguard—White 
Hand Stitch IMMEDIATE 
$5.75 
DELIVERY 


4/8 
MOC SOFT 


Black Suede $5.85 


Black Calf, Benedictine Calf 
and White Calf for 
Professional Ladies in White 


$610 


JITTER BUG 


Black Lyncalf—White Stitch 
Briarwood Brown Lyncalf—White Stitch 


$5.35 


LULLABYE 

Black Suede and Black Calf Combined 
White Hand Lacing $6.25 

Tan Cobble Calf, Allover White Hand Lacing $6.50 










SEND ORDERS TO IN-STOCK DEPARTMENT, DEB SHOE COMPANY, WASHINGTON, MISSOURI 
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You'll have to order pretty promptly if 
you want your stock of the new FLEET- 
AIR styles in time for those profitable 
Fall sales. The FLEET-AIR line—as al- 


ways—is tops for quality, fit and wear. 


—_ 
wen, 


y 


~ FLEFT~A/R 


SHOES FOR CHILDREN 


PARENTS 


O £ CORPORA . EPHRATA PENNSYLVANIA 
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“THE SENECA” by Velvet Step, 
Peter's Division 


“MELODY” 
by Trim-Tred, 

Roberts- Johnson-Rand 
Division 


— 


“LISBETH" 
by Queen Casuals, 


Queen Quality 
Division 
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“NEWPORT™" by Grace Walker, 
Friedman-Shelby Division 
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Now 5 INTERNATIONAL shoe divisions 
cushion fall styles with AIRFOOT! se wana THE CANDY 


OTHER AIRFOOT ADVANTAGES: 





Here are 5 of the most “Sales-Wise” casuals 
for fall. 


All 5 are International brands — all 5 are 
generously cushioned with AIRFOOT. 


Lighter-for-density than 
other rubber cushionings 
—yet the thinnest layer 
stands up! 


Controlled aeration— 
? . “breathes” all over with- 
One reason is that AIRFOOT, world’s first How AIRFOOT cushions without out forming weak spots. 


foam cushioning designed specifically for edding bulk: The superior com- 





; pression and “comeback” ratio of Unvarying support —scien- 
footwear, can be depended on to build AIRFOOT allows thinner sec- tific compression ratio 
: : i tions in insole cushion applica- assures instant comeback 
increasing demand — as well as capture new tions. Full, lasting comfort— for life of shoe! 
customers. without compromise of style! 





Proved quality—years in 
development, years in 
use under all conditions, 
Sik owen li, / 2 assure customer-satis- 
Y1 faction. Nocrumple, 
vy dp cxf AND er Wen age crumble, lump up or 

TLL C C, break down! 


Note to shoe manufac- 
MADE ONLY BY oe Cae turers: For samples and 
information on ease of 


application, contact: 
Airfoot-T.M. The Goodyear Tire & R Company, Akron, Ohi 
scence eee ips a Goodyear, Foam Products 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS DESIGNED SPECIFICALLY FOR FOOTWEAR! — pivigion, Akron 16, Ohio. 
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New watchword on oil-resistant shoe soles 


There’s a new word to watch for in judging oil-resistant shoe 
soles. It's CHEMIGUM—a word long known to rubber com- 
pounders as meaning the maximum in quality. 


CHEMIGUM is the trade name for a nitrile rubber made only by 
Goodyear. This tailor-made synthetic rubber has been fully 
proved to be more resistant to petroleum products—and to 
wear—than many other specialty rubbers in many products, 
including shoe soles. 


But now something new has been added. A new CHEMIGUM 
imprint has been created so that everyone concerned— 
manufacturer, retailer and consumer—may be sure he 
is getting top quality, oil-resistant soles. 











CONTAINS 


CHEMIGUM® 


Make CHEMIGUM your watchword on quality. Look for the 
imprint. Ask your usual supplier for the full story. Or write 
to: Goodyear, Chemical Division, Akron 16, Ohio. 


GOOD/YEAR 


~T, M, The Tire & Rubber Company, Akron, Ohio 
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... Lt Looks Better Longer 


DURALENE 


for the 
packing room 
is the newest 
member of the 
family of 


UNITED FINISHES 


Distributed by 








Duralene is the new leather finish for the tanner and the shoe 
factory packing room. If it is used by either, it gives a better 
finish. If it is used by both, it gives a superlative finish. 

It’s more durable. Lustre of the finish holds up from shoe 
factory to wearer, Shoes have added sales appeal in the ‘‘calfy”’ 
look that Duralene gives side leather. The full beauty of grain 
and texture stands out. 

The wearer gets an additional ‘“‘bonus’’ in Duralene’s water- 
repellency. Rain won't spot it. 

The price is good news, too, because Duralene adds value 
without increasing cost! Ask for a demonstration to-day! 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
*Trademark BB Chemical Co, 
























It’s more fun 
to go 
anywhere 


with 
Sofi Nyt 





Cush-N-Crepe, the original 

cellular sole,* makes country 

lanes as smooth as city 

sidewalks . . . makes pavements 

soft as pine woods trails. 

Light, buoyant Cush-N-Crepe 

soles are styled for both city 

and country shoes for work or 

play .. . thick or thin, in a 

variety of colors, with neat, 

smooth edges, You'll recognize 

them on any style of shoe 

by this Solemark of Quality. 

This advertisement 
appears in 


Eaquure 


for September 
The Back-to-College issue 


*Reg. U.S. Pat. Off. 


a most important fashion guide 
for young men of all ages 


EXTRA PIVIDEND. 


A half-pag 


€ advertise 
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; -N-CREPE 
mm not on all shoes 
..- just the best ones 






AVON SOLE 
COMPANY 

Avon, Massachusetts 

For forty-six years specialists 

in fine sole materials. 

Makers of the famous 

Avon Du-Fiex, Avonite 

and Du-Fliex Avonite Soles. 








T ; >, 
nailed to college men 


0 © a» 





| x ment for 
; : sir N-Crepe Soles ; 
: P Squire's Guide t C oa 
i , oO -Orrect 
88, a fashion handbo k 
wt] 














N-CREPE 
| ss REPE SOLES 


are basic to your 


Back-to-College Promotions 


The original cellular soles* are way out in front and increasing their lead in 
popularity. They do sell shoes. Now, in smart designs, new colors, and appropriate 

; sell s ‘ , ins signs, new | $, 2 appropriate 
irons for leisure, street and utility shoes as well as sports shoes, 


Cush-N-Crepe Soles sell more shoes than ever. 


Every college man’s got to have shoes . . . and he wants them with 
Cush-N-Crepe Soles. Ditto every college woman. Let them know you have 
the soles they want. Advertise and display your shoes with the Solemark of Quality 


that they know is 


not on all shoes...just the best ones 


AVON SOLE COMPANY, Avon, Massachusetts 


For forty-six years specialists in fine sole materials 


Makers of the famous Avon Du-Fiex, Avonite and Du-Fiex Avonite Soles 


*Reg. U. S. Pat. Off. 
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and Du-Flex Avonite Soles. 

























e--such as fine shoes 
trimmed with Gallun’s 
Mandarin Calf 


- notice how vacation-bound people 
just naturally think high? How for them, 
what's “pretty good” is never quite good 
enough? That's why so many retailers specify 
Gallun leathers in their quality lines and 
take no chances. 

Here you see Mandarin Calf . . . rich, full, 
supple . . . in a deep subtle brown that blends 











right with white or off-white tones. Ask for it 





when you order soon for fall and winter. (Still time 
to fill in summer stock, too.) A. F. Gallun & Sons 
Corp., Tanners, Milwaukee, Wisconsin 
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OTHER FAMOUS GALLUN TANNAGES 


- NORWEGIAN CALF 
NORMANDIE CALF 
CRETAN CALF 
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Your customers come in a complete range of sizes and widths 


and sodo ENNA JETTICKS! 


eee eee eee eee 


; - When you promote ENNA JETTICKS it’s easier to run up big volume and profits. You are 
Here’s one fine-fitting : automatically able to serve and fit customers with a complete range of sizes and widths—one 
; tern we even stock in 165 sizes! You rarely lose a sale for want of size or width—this means fit. 

ENNA JETTICK a 
: You continually build good-will through this complete “fitting service.”’ 


; stocked in exactly 100 sizes : 4Np—ALL SIZES IN REGULAR WIDTHS ARE THE SAME FACTORY PRICE— 
; “SWEATER” : for instance, size 12 is priced the same as size 5 or any other size. 

: + We carry the complete range In Stock for you. The average store just can’t afford to carry all of 
: $ 95 : these extreme sizes and widths. When you need them just mail us the order. We average to 
10 : ship within 24 hours after receipt. 


Is it any wonder that selling ENNA JETTICKS is a big profit-making business? Why not 
capitalize to the fullest on ENNA JETTICKS complete range of sizes and widths! 


Roow sJotichs 


The Shoes You love To Live In 


OTHER ENNA JETTICKS 


$Q95 $74()95 
9 and 10 

“ ~ Some Styles $11.95 
PGdilckehs ssngsaks dapecseersasthes = DUNN AND McCARTHY, INC., Auburn, N.Y. 
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REAT CAESAR! WHAT A 
ESQUIRE POLISHES SPONSOR 


SATURDAY NIGHTS, 9:00-10:00 E.S.T. ( scprtsn 





WELCOME, 
SID 


to the Esquire Polish 
family. What a team 
we'll make! 






ccs 


iJ a. 
ESQUIRE} ) 


“BOOT POLISH / 


Py Cs 
» OWN St 
‘ RY Wy, s, — 


Z 
7 
GN \ 


Products of Knomark Manufacturing Co., Inc., Brooklyn 11, N.Y. ~ a 
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SHOW!...WHAT A DEAL! 


“CAESAR’S HOUR” NBC-TV 


TOP TALENT...TOP NETWORK...AND THE TOP TIME SLOT OF THE WEEK — 
Saturday night from 9:00 to 10:00—for America’s Top Line of Shoe Polishes. Not only 

Sid Caesar himself, but 5 other big headliners... Janet Blair, Howard Morris, Carl Reiner, 
Pat Carroll and Shirl Conway... the greatest galaxy of comedy on the air today! 


Scheduled to be televised over more than 150 stations... reaching almost every TV home in 
America... “Caesar’s Hour” will be seen by more than 27 million viewers every week! This is the 
biggest TV audience Esquire or any other shoe polish has ever beamed its sales story to! 





Each Pack Contains: 
24 Brown Scuff-Kote 
16 Black Scuff-Kote 


40 Packages for 
the Price of 36 





eee Now Hear THIS! Starting early in September... 


THIS TREMENDOUS PRINT CAMPAIGN 


Esquire will make sure that not one home in 
America is missed by blanketing the country with This Week 
a powerful barrage of COLOR ADS in magazines ; : 
and Sunday Supplements — plus Daily Newspapers 
in major markets not covered by Supplements — de a 

with a combined weekly readership of over para eta 
84,052,418. This, in addition — that’s right, in 




































































addition — to Esquire’s tremendous TV drive! A —— 
tremendous one-two punch that will Journal of Nursing’ ¢ 
zoom your polish sales up... up... up! ~ ~ Parents 
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Watch for this 


high-flying bird.. 


C-Jay 


»» newest entry in 


the profitable infants’ 
and children’s shoe field! 


There is certainly no shortage of children’s 
shoe lines to choose from. But how would you 
like to stock a line that’s loaded with features 
demanded by parents and children alike... 
that’s priced to sell right down the middle of 
the children’s market . . . that gives you a full 
markup at that price . . . that’s nationally ad- 






vertised in PARENTS’ magazine and carries 
that looked-for seal . . . and backed with sales 
helps that assure greater volume for you! 


Interested? Then write for details, or if 
you wish, we'll send a representative with 
complete information about this new, fast- 
moving, profitable line. 
























1. The famous Guide-Step principle in some styles 
... designed to guide body weight to the strong 
outer edge of the foot. 


2. Permacounter ... new miracle polyethelene coun- 
ter that lasts the life of the shoe. Can’t break down! 


3. Flexible, non-marking sole. 


4. Pacifate protected lining to help prevent athlete’s 
foot, mildew and bacteria. 


5. Tough nylon thread throughout. 
6. Polyethelene midsole. 


RM NIN TOTO SO DSF OSI 


C-Jay 


and E-JAY GUIDE-STEP 





ENDICOTT JOHNSON CORPORATION - ENDICOTT 1,N. Y.- ST. LOUIS 2, MO. + NEW YORK 13, N. Y. 
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karly Clearances, 
More Than a Retailer's Problem 


Aucust is at hand and the first seven months’ figures 
are in. July has come and gone and, true to form, early 
clearances have left their telltale red ink spots on the 
ledgers of thousands of retail shoe merchants. Still ahead 
are six full weeks of wonderful vacation weather, with 
millions of Americans anticipating their holidays and 
looking forward to wearing the “bargain” summer shoes 
you sold them several weeks ago. 

Are your inventories of whites and summer ‘styles low? 
Lucky you, now you're in a healthy position to take in 
the fall shoes which you will not need for several weeks, 
and you'll have no more early clearances to worry about 
for many months to come. You should be in a proper 
frame of mind for some sober reflection on the serious 
problems they present to retailing in general and on the 
suicidal effect they are having on shoe retailing specifi- 
cally. Here, certainly, is an anachronism of the most 
serious proportions. The very specialized styles and color 
promotions which you bought to tempt the consumer’s 
appetite for the new and the different in summer and 
vacation shoes have become a sacrificial offering to a blind 
fear that your fellow merchant, down the street, will get 
the jump on you. 

And so we witness an annual spectacle in which, other- 
wise astute retailers dissipate completely the possibilities 
for profitable extra sales during a month which should be 
the most stimulating period of the whole merchandising 
year, 

Early clearance sales and the weather, which often 
contributes to them, have at least one point in common. 
Nearly everybody talks about them but rarely does any- 
body do anything about them, That is why it is refreshing 
to report a project just completed by the Illinois Federa- 
tion of Retail Associations. It is a comprehensive survey 
of the Federation’s shoe retailer membership on the sub- 
ject of early clearances. This opinion sample discloses the 
general dissatisfaction of the rank and file of Illinois shoe 
retailers with the situation that exists and brings to light 
a wealth of information on this growing evil. In this 
information lies the germ of an idea which could produce 
the serum for the eventual elimination of the early clear- 
ance malady. 

So important does Joe Meek, President of the Federa- 
tion consider the data which resulted, that he is making 
it available to the Federation’s full retail membership of 
over 6000, with the recommendation that they use it to 
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help solve early clearance problems in their own fields. 

Here are some of the unpleasant facts which the survey 
brought to light. 

Illinois shoe retailers agree that early clearance sales 
are dictated by a fear that their competitors will beat them 
to the gun and mark down first. 

A sizeable group frankly admits that early clearance 
sales are a device to “beat last year’s volume figures.” 

They agree substantially that early clearances create 
a situation whereby they sell mere units at marked down 
than they do at regular prices during the summer season. 

Only a comparatively small percentage, 14 out of 61, 
answering a specific question, felt that early clearances 
were actually caused by a need to move distress mer- 
chandise by July Ist. 

That the problem goes far deeper than just the retail 
level is evidenced by the opinion of almost half of the 
respondents who feel that “in-coming fall shoes and an 
urge to hurry into the next season” is a prime cause of 
early clearances. 


Consensus of opinion of the shoe merchants was that 
August Ist should be the earliest starting date for summer 
clearances and that no worthwhile consumer interest is 
developed in fall shoes before that date. A majority felt 
that little real interest is shown in fall styles before the 
period from August 15th to September Ist. 
Resentment against the policy of early clearances is 
forcefully illustrated by the following two comments which 
are typical of those retailers noted on their questionnaires. 
“Each year the manufacturers are trying to get orders 
placed earlier. This season the salesmen received their 
fall samples two weeks earlier than before. We just can’t 
get customers to buy fall shoes in small towns when it is 
still summer and hot weather. Our selling season gets 
shorter each year. I note many stores in this area are 
having four sales a year now. November, January, May 
and July. I also note shoes must be marked to cost or 
below and not just a dollar or two off regular price to 
move during these sales. It is true we get a larger markup 
on shoes than we did a few years ago but fewer pairs are 
being sold at regular prices and more at sale prices, | 
estimate that 80 per cent of the styles must be closed out 
each season.” 
“. .. actually, the longest season of the year is the 
[TURN TO PAGE 79, PLEASE | 
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CANVAS SHOES 


uy 


Don’t miss the big news in ‘‘P-F’’ for ’57. New 
Styles, New Colors, New Specialties — 

backed with the biggest Advertising and Sales 
Promotion Program in ‘‘P-F’’ history. 


‘“*P-F’"CANVAS SHOES AND SUN-STEPS CASUAL SHOES ARE MADE 
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WITH 
Blazing with fresh colorful designer excitement and 
supported with a new, dramatic merchandizing, 
U f ep advertising and promotional idea—Sun-Steps really 
® step out and stand out for ’57. 


CASUAL SHOES 


ONLY BY B. F. Goodrich and Hood Rubber Company, 
WATERTOWN, MASS. 
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ARE YOU READY FOR THE BACK-TO-SCHOOL RUSH? 


Better Get That Summer Display Out of the Window .. . 


. and check those empty boxes on the shelves. It’s time to SIZE-UP! 
We’re all ready to give you immediate delivery from our complete in-stock 
department. So don’t take chances on losing sales to the biggest school 
enrollment in history. Build up your basic stock and get that extra pairage 
that will mean extra profits. 


Looking for a top-profit line that brings back repeat customers . . . customers 
who won’t settle for less than the “right label’’? We’re placing these lines 
on an agency basis in better stores. If you would like to see our latest catalog 
or have a representative call. ..drop us a line. ..today! Terms 5%— 
30 days f.0.b. Reading, Pa. 





SAMPLES ON DISPLAY IN: 
Room 411, Marbridge Bldg., 47 W. 34th St., New York City 
Room 805, Alexandria Hotel, 5th & Spring Sts., Los Angeles 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 


Curtis-Stephens-Embry Co., Reading, Pa. 


Style 5950 Style 7644 ™ ee Style 140 Style 4942 


b Protektiv’ MODERN AGE" MODERN AGE® Extra SUPpOrtee 


for good fit as for every age Official Girl Scout and for extra support 
the foot develops Brownie Scout Shoes when needed 
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GENUINE AUSTRALIAN 


SHOES FOR WOMEN 










cere 
° f 






...at a price that’s 
really “down under” 
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Style #8570. Black glazed 
Kangaroo, stocked in B, D, 
EE widths, sizes 4 to 10. 





This is not a sale price . . . but these well styled, 







Style #8566. Black glazed 
Kangaroo, stocked inB, D, 


well made Kangaroo Shoes sure are worth pro- 
EE widths, sizes 4 to 10, 


moting at $4.98 and $5.98. That's just about half 
what customers expect to pay for shoes of this 
quality, made of genuine Australian Kangaroo. 


Just look what you're offering your customers in Here’s a year in, year out staple line that moves be- 
these Walkrite Kangaroo Shoes: cause women know a genuine value when they see 
it, and keep buying because the value is genuinely 
there. Be the shoe man in your community who 


profits from Walkrite Kangaroo Shoes. 


Wire COLLECT for In-Stock Catalog 
and complete information. 


« The lightness, comfort, good looks and 
long wear of Kangaroo Leather. 


e Perfect-fit combination lasts. 


« Steel shanks. 

Airt i \ ALL-WALKRITE Styles are IN-STOCK 
a ee FOR IMMEDIATE DELIVERY 
« Everlite outersoles. Check Catalog for sizes and widths 


BARCLAY SHOE CORPORATION (Div. of Orange Shoe Mfg. Co.) Orange, Mass. 
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FROM THE WORLD’S LARGEST PRODUCER OF SHOE SOLING MATERIALS 
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BILTRITE 

































































NORON-FLEX 


SOLES 





Much lighter... superbly flexible... add 
easily demonstrated sales features. 


Shoes with Biltrite Nuron-Flex Soles sell better, faster, 
easier. That's because the appeal of today's most impor- 
tant selling points — unusual lightness and superior flex- 
ibility — are immediately apparent. The feel of comfort 
is there! 





Biltrite Nuron-Flex is durable, too . . . much longer- 
wearing than leather and needs no breaking-in. It lends 
itself easily to your most graceful styling efforts. 
Biltrite Nuron-Flex is available smooth or sueded in a wide 
range of colors for women's, children's, and men's shoes. 


In molded soles and uniform sheets 


BILTRITE 





HEELS AND SOLES 


AMERICAN BILTRITE 
RUBBER COMPANY 


CHELSEA 50, MASS. 


In Canada: American Biltrite Rubber Co., (Canada) Ltd., Sherbrooke, Que 
Warehouses: 2440 Enterprise St., Los Angeles 1010 Gratiot St., St. Louis 
































HOBOS EMEA CA a x saan irae 
ae BA! EG 











improved 


Rough Rounding 





United has added a “‘Baltimore’’ forepart 
gauge to the GAC Rough Rounding 
Machine — Model B. 


The machine’s high speed, short feed stroke 
and positive knife control produce an even, 
clean cut. Rough trimming may often be 
eliminated. Regular edge trimming is faster 
and better. There is even a noticeable 
improvement in outsole stitching. 





Internal splash lubrication and careful 
balancing keep maintenance costs low. 


Call your local United office for 
details and to arrange a trial. 













@ Higher Production 
® Easier Operation 
@ Reduced Noise 

® Less Vibration 


@ Longer Knife Wear 





SERVICE 


PARTS 





United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 



























Headlines aed Footnotes 


General Shoe Diversifying Operation 





Acquires Control of Hoving Corporation, a Retail Holding 
Company, by Purchase from Bankers Securities Corporation. 


General Shoe Corporation joined a 
growing list of businesses diversifying 
their operations with the announce- 
ment of the purchase of a 65 per cent 
interest in the Hoving Corporation, a 
retail he!ding company which had a 
controlling interest in Tiffany & Com- 
pany, world famous jewelry firm of 
New York and the chain of Bonwit 
Teller specialty stores in Boston, 
New York, Chicago, Cleveland, White 

i Plains, N. Y., Manhasset, N. Y., and 
Palm Beach, Fla. 
Though the terms of the deal were 
| not immediately made known, it was 
understood that the price paid by 
| General was more than $10 million. 

The 65 per cent interest in the Hoving 

| Corporation had been held by the 

Bankers Securities Corporation, a mer- 
chandising and real estate operating 

and holding company of Philadelphia, 
t which made the sale to the General 
Shoe Corporation. Bankers Securities’ 
} ownership embraced about 470,000 
shares in Hoving, including 15,000 

class B common shares. Hoving has 
| outstanding 682,000 common shares and 


30,000 shares of class B common. 

Albert Greenfield, Chairman of the 
board of Bankers Securities, said his 
organization had held its interests in 
the Hoving Corporation as an invest- 
ment since 1948. The Hoving Corpora- 
tion in 1955 had sales of more than $31 
million. Hoving’s total assets as of 
January 31, 1956, was $23 million plus. 
General Shoe Corporation had sales in 
1955 of more than $200 million. It man- 
ufactures such well known shoe brands 
as Jarman, Ceder-Crest, Johnston & 
Murphy, I. Miller, W. L. Douglas, Del- 
man, Christian Dior, and others. 

Maxey Jarman, chairman of the 
board of General Shoe, said, “One of 
the chief reasons we are interested in 
acquiring Hoving Corporation is the 
splendid management Walter Hoving 
and his associates have been, and are, 
giving Bonwit Teller and Tiffany & 
Company.” 

Shares of General Shoe surged to a 
new high on the New York Stock Ex- 
change when the Hoving transaction 
was announced. The final quotation at 
that point was 28%. 





{ New York—Everit B. Terhune, Sr., 
Editor Emeritus of Boot AND SHOE 
RECORDER and formerly president and 
} publisher of this magazine, died July 
24 in St. Clare Hospital. His death 
was the result of a recent fall in his 
home, from which he suffered a broken 
hip. He was 79. 
Mr. Terhune was graduated from 
| Harvard University in 1899 and 
shortly afterward, in 1900, joined the 
staff of Boot AND SHOE RECORDER, then 
published in Boston. He served first in 
the subscription department, later be- 
came an advertising representative and 
eventually succeeded his father, the 
late William Lewis Terhune, who had 
founded the publication in 1882. 

Mr. Terhune came from a family of 
shoe men. His great-great-grandfather 
was a shoemaker in Newark, N. J., in 
1832 and his great-grandfather fol- 
lowed the same craft. He had uncles 
and cousins who were shoe manufac- 
turers or shoe retailers. He himself 
devoted more than 50 years of his life 
to the shoe industry. 

He was one of the founders and first 
president of the Boston Shoe Trades 
Club. He helped to organize the New 

d England Shoe and Leather Golf Asso- 
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RECORDER Editor Emeritus Dies in New York at 79 
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EVERIT B. TERHUNE, SR. 


ciation and he was one of the directors 
of the Sales Executives Club in New 
York and took an active interest in its 
Man Marketing Clinic. He was a mem- 
ber of the Holland Society and the 
Harvard Club, both of New York. 

He helped to organize the Forty Plus 
Club, whose objective was to help find 
jobs for men who were eager to work 
but were no longer young. In 1935-36 
he also served as president of Associ- 







































































ated Business Papers. When he merged 
the Boot AND SHOE RECORDER with the 
Chilton Company, Inc., he was elected 
one of Chilton’s vice-presidents. 

Through his personal efforts, his 
writings and his talks at shoe trade 
meetings he constantly endeavored to 
raise the ethics and standards of the 
industry. He advocated sound mer- 
chandising practices designed to 
achieve more profitable operation. 

Honors and greater responsibilities 
came to him as the years advanced. 
When World World I was over, he led 
a group of American shoe manufactur- 
ers and tanners to Europe to study the 
impact of war on industry and trade. 
He wrote a book, ‘‘Whispering 
Europe,” which was surprisingly pro- 
phetic of conditions that exist today. 
He served as a member of the Foreign 
Trade Committee set up by Herbert 
Hoover while the latter was Secretary 
of Commerce, and he was a member of 
the Foreign Commerce Committee of 
the U. S. Chamber of Commerce. 

In 1928, while studying styling in 
Paris, he received an appointment as a 
delegate to the League of Nations, rep- 
resenting the International Chamber 
of Commerce. In World War II, he or- 
ganized the Barrels of Shoes for 
Europe campaign. He served as trus- 
tee of the Fifth Avenue Hospital in 
New York and the New York Medical 
College. 

In 1951 he was awarded the T, Ken- 
yon Holly Memorial Plaque by the 210 
Associates, national philanthropic 
foundation of the shoe, leather and al- 
lied trades, for outstanding service 
contributing to the welfare and ad- 
vancement of the shoe industry. 

As his years and honors increased, 
he never forgot those retailers and shoe 
travelers he had first met as a young 
man working for his father’s magazine 
and whose problems he knew so inti- 
mately. He could never do enough for 
them and his friendly interest and help 
and advice were always available for 
them. 

Mr. Terhune is survived by his 
widow, Charlotte M. Terhune, bv two 
sons, Everit B. Terhune, Jr., publisher 
of Boot AND SHOE REcoRDER; Phillips 
G. Terhune, and by three grandsons. 





Costello Retires at E-J 


Enpicott, N. Y.—Edward J. Cos- 
tello, for the past 14 years employment 
manager of the Endicott division of 
Endicott-Johnson Corporation, has re- 
tired. He has been with the company 
85 years. John Feeney, formerly with 
the Johnson City employment office, 
has been appointed to succeed him. 








Department Store Sales Continue to Climb Shoe Chains Record 





Sales in First Three Months of 1956 Edged Out All-Time Peak of 
First Quarter of 1955, But Operating Expenses Cut Into Net Profits Aik keels uk dein dain eee 


New York — Department and spe- 
cialty store sales continued to rise dur- 
ing the first three months of this year. 

Sales during this period were one 
per cent higher than during the first 
quarter of 1955, a year which saw de- 
partment and specialty store sales 
climb to an all-time peak. 

Despite the sales improvement, ris- 
ing operating expenses cut into net 
profits and reduced them below the 
level during the corresponding period 
last year. 

These facts were reported by Sam 
Flanel, general manager of the Con- 
trollers’ Congress of the National Retail 
Dry Goods Association, in releasing 
NRDGA’s quarterly analysis of mer- 
chandising and operating results of 
departmentalized stores. 

“The sales performance during the 
first quarter bears out the general op- 
timism that 1956 will be a banner sales 
year for department and specialty 
stores,” Mr. Flanel said. 

All of the volume groups equaled cr 
bettered last year’s sales levels during 
this period. The largest improvement 
was the gain of four per cent by stores 
doing more than $50 million annually. 
Only the smallest volume group, com- 
prising stores doing less than $1 mil- 
lion annually, failed to record a sales 
increase. These stores equaled their 
first quarter 1955 sales volume. 

The stores with annual sales volume 
in excess of $50 million increased the 
number of sales transactions three per 
cent over their performance during the 
first quarter of 1955. The only other 
reported increase in transactions was 
achieved by the smaller volume stores 
—under $1 million annually. 

All other volume groups sold nomi- 
nally fewer units but achieved in- 
creased dollar sales by virtue of their 
ability to increase the size of their 
average sales transaction. For all 
stores combined, it rose from $4.42 to 
$4.64. 

The average sales transaction in the 
small volume stores went down eight 
cents to $4.74. Only the increased num- 
ber of transactions enabled them to 
equal their first quarter 1955 sales 
volume. 

Despite minor variations among the 
various volume groups, there was no 
significant change in gross margin ele- 
ments, Mr. Flanel reported. Cumula- 
tive markon stood at 39.4 per cent, up 
0.1. Markdowns and gross margin at 
6.1 and 36.9 per cent were the same 
as last year, Mr. Flanel said. 

Net profits from merchandising op- 
erations amounted to 0.8 per cent, a 
substantial decrease from the 1.4 per 
cent level established in the similar 
period last year, Mr. Flanel pointed 
out. Non-operating income raised the 
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profits before taxes to 2.1 per cent. 
After taxes, the first quarter net in- 
come amounted to 1.1 per cent, down 
from the corresponding 1.5 per cent re- 
corded a year ago. He called attention 
to the seasonal significance of these 
results and the fact that this perform- 
ance should not be taken too strongly 
as an indication of the 1956 proiit 
trend. 

Mr. Flanel credited higher operating 
costs as the principal reason for the 
decline in net profits. He pointed out 
that expense ratios were up 0.6 points 
to 36.3 per cent. 

“While this ratio reflects a seasonal 
high, the fact that only 15 per cent of 
the 223 stores participating in the sur- 
vey succeeded in holding operating ex- 
penses to 34.4 per cent or below is 
clearly indicative of the need for a re- 
newed expense reduction drive by 
stores,” Mr. Flanel commented. 

Payrolls increased from 19.7 to 20 
per cent accounting for half of the in- 
crease in total operating expense. 
Salespeople’s salary expense was stable 
at seven per cent. 

“Part of the answer for this quar- 
ter’s expense rise can be found in the 
relatively larger non-selling portion of 
the store’s work forces. This is a re- 
versal of the 1955 trend toward in- 
creasing the percentage of employees 
engaged in selling. During the first 
quarter the number of non-selling em- 
ployees increased one per cent to 52 
per cent of the total work force. 
Clearly this trend must be reversed by 
improved productivity of the sales sup- 
porting staffs,” Mr. Flanel said. 

Specialty stores’ merchandising re- 
sults differed from last year consider- 
ably. They upped their cumulative 
markon to 41 per cent, a gain of 1 
point over 1955. This was offset some- 
what by their failure to match the 1955 
levels of gross margin components. 
Nevertheless, a very creditable 0.4 rise 
in specialty store gross margin to 39.6 
per cent was achieved, offsetting a 
similar 0.4 increase in total operating 
expense ratios to 37.4 per cent. As a 
result of increased non-operating in- 


come, these stores succeeded in upping 


their profits after taxes to 1.9 per cent 
compared to 1.7 per cent for the corre- 
sponding quarter of 1955. 


Union Loses at Dickerson 


CoLtumsus, 0. — Employes of the 
Walker T. Dickerson Company voted 
against joining the AFL-CIO United 
Shoe Workers of America in a Na- 
tional Labor Relations Board bargain- 
ing agent election held recently at the 
shoe manufacturing firm. A company 
spokesman said the vote was 166 
against the union, 86 for it. 








Sharp Sales Gains 


tions in the country registered sharp 
gains. Shoe store chains, with a 16.8 
per cent increase in sales for June, 
1956, against June of last year, were 
second only to grocery chains in in- 
creases which have been referred to 
as the greatest in five years. In the 
total comparison of 1956 with 1955 the 
shoe chains increased sales six per cent. 

Retail sales of Melville Shoe Corpora- 
tion for the five weeks ended June 30 
were $12,798,950 compared with $10,- 
101,006 for the like period a year 
earlier—an increase of 26.7 per cent. 
For the six months ended June 30 
sales totaled $53,339,938 against $49,- 
474,138 for the comparable six months 
of 1955—an increase of 7.8 per cent. 

Edison Brothers Stores, Inc., re- 
ported consolidated net sales of $8,047,- 
738 for the month of June against 
$7,390,198 for June, 1955—an increase 
of $657,540 or 8.9 per cent. For the 
six months ended June 30 sales 
amounted to $42,592,799 against $42,- 
156,419 for the same period last year 
—an increase of $436,380 or 1.04 per 
cent. The 270 stores in the Edison 
Brothers operation as of June 30 com- 
pared with 258 a year ago and 267 
as of December 31, 1955. 

In a comparative statement of re- 
tail sales by Shoe Corporation of Amer- 
ica, not including any sales of the sub- 
sidiary A. S. Beck Shoe Corporation, 
the company reported sales of $8,152,- 
516 for the five weeks ended June 30 
as against $7,188,745 for a like period 
ended July 2, 1955—an increase of 13.41 
per cent. Sales for the 26 weeks ended 
June 30 were $35,115,825 against $32,- 
535,860 for a like period ended July 2, 
1955—an increase of 7.93 per cent. The 
chain reported its number of retail 
units in 1956 at 611 compared with 555. 

Sales of the A. S. Beck, Adler and 
Baker retail chains for the five weeks 
ended June 30 were $5,688,301 as 
against $5,388,538 for the like period 
in 1955. For the 26 weeks ended June 
80 A. S. Beck Corporation reported 
sales of $24,829,448 against $24,161,379 
for the comparable period in 1955. 
Units in operation are 193. 

The G. R. Kinney Corporation re- 
ported net retail store sales of $5,030,- 
000 in June, 1956, as against $4,085,000 
in June, 1955—a gain of 28.1 per cent. 
For the six months ended June, the 
chain reported sales of $23,734,000 com- 
pared with $21,156,000 for the six 
months ended June, 1955. 





Honor Roll List Not Complete 

The list of additional National Shoe 
Institute Honor Roll Contributors to 
the Shoe Industry’s Promotion Cam- 
paign, scheduled for this issue, was not 
yet completed and will appear in the 
August 15 issue. 


Boot and Shoe Recorder 














LI A Expects Top Fall Promotion Program 





Advertising ‘Spectaculars’ and Kit Materials Presage an All-Time High 
For Retail Shoe Tie-Ins—Quality to be Stressed in National Campaign 


New York — Early retailers’ and 
manufacturers’ response to Leather In- 
dustries of America’s fall advertising 
and promotion program has virtually 
assured an all-time high in retail shoe 
tie-ins, it was announced recently by 
Walter Kraus, director of LIA. 

Fall advertising by LIA, it was 
stated, has two major points of empha- 
sis. First, it will develop further the 
successful participation approach with 
manufacturers of quality shoes initi- 
ated this summer in the eight-page 
Tropical Leather spectacular. 

Scheduled for this fall are spectacu- 
lars in one national magazine on the 
theme, “Designers’ Leather,” and in 
another, for children’s shoes, on the 
theme, “Guide Them Back To School In 
Leather Shoes.” Six quality shoe pro- 
ducers in each category are participat- 
ing with LIA in these ads. 

The second major point of emphasis 
is quality in fashion as the key con- 
sumer selling point. Another magazine 
has been chosen for a series of eight 
full-page full-color ads that will fea- 
ture men’s shoes, women’s shoes and 
leather accessories. Choice examples 
of shoe fashions by leading designers 
and manufacturers will be shown in a 
unique setting in these ads. A select 
roster of leading department stores and 
high fashion specialty shops are being 
invited to participate in the merchan- 
dising of these ads and will be supplied 
with specially created display and 
point-of-sale material around the ads. 

The quality and high fashion appeal 
of leather shoes will be further high- 
lighted by a two-page full-color ad, 
“Urban-Suburban Leather Report,” in 
the October issue of still another na- 
tional magazine, which will visualize 
correct shoes for the important occa- 
sions in a man’s daily life. More than 
2,100 retailers have already requested 
a newly-designed merchandising kit on 
this theme. An additional 25,000 pre- 
prints of the ad will be sent to re- 
tailers. 

Another four-color ad which has met 
with a very favorable advance recep- 
tion will run in the October issue of a 
national women’s magazine on the 
theme, “Isn’t Leather Wonderful?” 
Several hundred department stores will 
feature this ad via window displays, 
retail advertising, fashion shows and 
inside displays. 

A double-spread in full color will run 
in the November issue of another wo- 
men’s magazine on the theme, “The 
Magic Is Leather,” tying in with ads 
on the same theme scheduled by impor- 
tant women’s shoe manufacturers. 

In Canada, a full-page on the theme, 
“Isn’t Leather Wonderful?” will run in 
a publication there. A shoe retailer 
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contest around this ad has already elic- 
ited wide interest. 

The industry spokesman termed the 
upcoming LIA program “a milestone” 
in making consumers aware of the 
beauty, value and elegance of leather. 
At the same time, he said, a closely 
synchronized merchandising program 
will enable retailers to reap maximum 
advantage from the national advertis- 
ing program. A powerful trade adver- 
tising campaign will precede the na- 
tional ads to acquaint retailers with 
the promotional strength of the ad 
program. 





New Leathers to be Shown 
At Spring Leather Show 


Boston — A new leather, Vodelle, 
will be displayed by the Allied Kid 
Company, at the Spring Leather Show 
to be held in New York August 21-22. 
Vodelle, the company says, is a water- 
repellent, spot-resistant and sponge- 
able suede kid leather which comes in 
black, white and colors. 

The company also reports that Na- 
poli, recently introduced by Allied Kid's 
Brezner division, is proving to be one 
of its most popular leathers. Napoli, 
a rich, shadow-tone textured leather, 
was tanned especially, with the Italian 
look in mind, for use in men’s and 
women’s high-quality shoes as well as 
for women’s handbags. 


St. Louis Reserve Bank Area 
Notes Increase in Shoe Sales 


St. Lours—Figures recently released 
by the Eighth District Federal Reserve 
Bank show sales gains in men’s, 
women’s and children’s footwear for 
the first five months of 1956. Overall 
district gains show sales of children’s 
shoes to be up nine per cent, men’s up 
10 per cent, women’s up six per cent, as 
compared with the corresponding pe- 
riod of 1955. 

Breaking these gains down according 
to major cities in the Eighth Federal 
District: St. Louis: men’s and chil- 
dren’s sales up 15 per cent, women’s 
up seven per cent; Louisville, Ky.: 
women’s sales up two per cent, chil- 
dren’s down six per cent, men’s unre- 
ported; Memphis, Tenn.: children’s 
sales up five per cent, women’s up three 
per cent, men’s up one per cent; and 
Little Rock, Ark.: women’s sales up 
10 per cent, men’s up four per cent, 
children’s sales not reported separately. 

These five-month figures included 
substantial gains for the month of May 
alone. For May, district sales of foot- 
wear were up 19 per cent on children’s 
shoes, 13 per cent on women’s, 11 per 
cent on men’s. 













































































May gains by cities were: St. Louis: 
children’s sales up 25 per cent, men’s 
and women’s up 13 per cent; Louis- 
ville: women’s sales up 11 per cent, 
children’s up three per cent, men’s un- 
reported; Memphis: women’s sales up 
12 per cent, children’s up 11 per cent, 
men’s up eight per cent; Little Rock: 
women’s sales up 19 per cent, men’s 
sales up six per cent, children’s sales 
not reported separately. 


Court Says NYU Is Entitled 
To Shoe Profits Tax Refunds 


NEw YorkK—The U. S. Court of 
Claims has ruled New York Univer- 
sity is entitled to a refund of $2,435,- 
056 in profits earned by Knapp Broth- 
ers, Inc., a shoe manufacturing firm 
acquired by the university in 1947 “for 
charitable, scientific, literary and/or 
educational purposes” with the proviso 
that no part of the shoe company’s in- 
come should accrue to anyone other 
than the university. 

The court’s opinion also held that 
the university was also entitled to in- 
terest on the refund. 

The independent company operated 
for the benefit of NYU was formed by 
the purchase of all Knapp Brothers 
stock by John Gerdes, an NYU alum- 
nus. It had been paying full taxes. A 
revision in the tax laws in 1951 pro- 
vided that corporations whose profits 
went to universities were tax exempt. 

Nevertheless, a university spokes- 
man said NYU received dividends 
from the company though it was in no 
way connected with its operations or 
policy-making. He said the university 
could benefit from the ruling only if 
the company’s trustees paid a dividend 
from all or part of the refund. 

Knapp Brothers was paid $5,100,000 
for the company. In its opinion, the 
court said “the purchase turned out 
to be immediately and spectacularly 
advantageous to the purchaser.” 

In little more than a year the new 
concern had repaid a bank loan of 
$918,000 and had paid off its debt to 
Knapp Brothers with interest. 





NESLA Sponsoring Boston 
Advance Spring Market Week 


BostoN—The Advance Spring Shoe 
Market Week, sponsored by the New 
England Shoe and Leather Association 
for the benefit of manufacturers with 
southern and western wholesale and 
volume accounts, will open at the 
Hotels Statler and Touraine, here, on 
September 30 and will continue for five 
days, according to Maxwell Field. 

Only those manufacturers whose 
sales plans make this early showing 
necessarv will be invited to exhibit, Mr. 
Wield said, and the show will not con- 
flict in any way with the Popular Price 
Shoe Show to be held in New York in 
November under the joint sponsorship 
of NESLA and the National Associa- 
tion of Shoe Chain Stores. 
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Ziello’s Low Net Is Best in West Coast Golf 





Bob Dickie, center, presents team trophies for low net foursome to, left to right, 
C. H. Hare, Ed Wilson, Warren Johnson and Ed Hemphill at the annual golf tourna- 


ment af West Coast Shoe Travelers. 


Los ANGELES—Out of a field of about 
150 golfers, Lou Ziello, buyer for the 
Children’s Shoe Bar at Bullock’s Down- 
town, walked off with the Boor AND 
SHoe RecorpeR perpetual trophy for 
the best low net. Occasion was the 
eleventh annual golf tournament of the 
West Coast Show Traveler’s Associa- 
tion, held this year at Lakewood Coun- 
try Club in Lakewood, residential area 
on the outskirts of Los Angeles. 

Trophies for the low net foursome 
were donated by Republic Carloading 
Company and were won by C. B. Hare, 
Florsheim; Ed Wilson, Nettleton; Ed 
Hemphill, Hemphill Bootery, and War- 
ren Johnson, Silverwoods. 

This yearly golf get-together of the 
WCST is an all-day affair, starting 
out with an early tee-off and is cli- 
maxed by a dinner in the evening fol- 
lowed by a session of bingo. A huge 
list of prizes was donated for the latter 
by Western Carloading, while an 
equally large list of door prizes was 
put up by Republic. Manufacturers 
also donated worth-while awards. 

As for non-golfers, Albert Block 
walked off with the gin rummy first 
prize, while Gina Olsten took home the 
first award in the ladies division. 

Grand-slam winner of the day was 
Mrs. Florence Johnson of Sherman 


Event saw 150 golfers participating. 


ay 





Dick Groffs, left, president of West 
Coast Shoe Travelers, and Dave Kline- 
smith, right, executive secretary of the 
same organization, present the BOOT & 
SHOE RECORDER perpetual trophy to 
Low Ziello, buyer for Children's Shoe 
Bor in Bullock's Downtown. Mr. Ziello 
turned in low net for retailers to cop 
the cup and also received the permanent 
trophy for low net champion. 


Oaks. She won two major awards in 
the bingo game; following it up by 
having her number drawn in the door 
prize list for a third major award. 





























A. J. Brauer, Shoe Company 
Head, Dies in Plane Crash 


St. Lours—Arthur J. Brauer, Jr., 41, 
president of Brauer Brothers Shoe Com- 
pany, and his 15-year-old daughter 
Becky were killed at dusk on July 20 
in an air collision involving two private 
planes. The accident, which occured at 
Lakeside Airport outside East St. Louis, 
Ill., also took the lives of Mr. and Mrs. 
Albert Johnson of St. Louis. 





: 
¢ 


ARTHUR J. BRAUER, JR. 


Witnesses reported that the Brauer’s 
Cessna 1803 and the Johnson’s Stinson 
collided on take-off on separate but 
converging runways at 150 feet alti- 
tude. Both single-engine ships fell, and 
Mr. Brauer’s Cessna was destroyed by 
fire. Since the Lakeside Airport is not 
equipped with a control tower, each 
pilot flies on his own responsibility. Mr. 
Brauer had had approximately 94 hours 
of flying time to his credit. 

Well-known and respected in St. 
Louis shoe circles, Mr. Brauer was ac- 
tive in the St. Louis Shoe Manufactur- 
ers Association and had served as as- 
sociation president and as chairman of 
the board of directors. He held member- 
ship in the Young President’s Club. At 
the time of his death, Mr. Brauer was 
serving as chairman of the National 
Shoe Fair Committee for the annual 
event in October in Chicago. 


His widow, Mrs. Jane Franklin 
Brauer, and two sons, Arthur J. 
Brauer, 3d and Steven’ Franklin 


Brauer, survive, as well as two sisters, 
Gloria Edna Brauer and Virginia 
Brauer Mikesell. 

Installation of a better wind indicator 
at the airport was recommended by the 
safety officials of the Civil Aeronautics 
Administration. 





Retail Sales Statistics 
Available End of August 


WASHINGTON — Sales statistics for 
1954 of 70 kinds of retail business 
were announced here recently by the 
Bureau of the Census of the U. S. 
Department of Commerce. The more 
detailed report will be available from 
any regional office of the department 
and at its headquarters in Washing- 
ton about the end of August. It will 
present complete comparisons of the 
number of shoe stores and their dollar 


28 


volume sales for 1954 and 1948 for 
each state and 166 Standard Metro- 
politan Areas in the U. 8S. 

According to the advance report, the 
number of shoe stores rose to 23,847 
in 1954, an increase of 24.2 per cent 
from the 19,201 stores in 1948. Sales 
in this group rose to $1,895,000 from 
$1,460,000 in 1948, an increase of ap- 
proximately 29.8 per cent. 

Additional statistics in the advance 
report show sales comparisons for shoe 
stores by type of operation. Sales in 
men’s shoe stores decreased 7 per cent. 












Women’s shoe stores showed a sales in- 
crease of 21.1 per cent. Sales in chil- 
dren’s and juveniles’ shoe stores regis- 
tered an 86.6 per cent increase and 
family shoe store sales in 1954 were 
81.5 per cent higher than 1948. 


Ripple Soles in Canada 

Detroir — License to manufacture 
Ripple Soles in Canada has been 
granted to Kuufman Rubber Limited, 
Kitchener, Ont., it was announced by 
Nathan Hack, president of the Ripple 
Sole Corporation of Detroit. 
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You guarantee satisfaction when you say 





“The Leather is Lawrence Polo Calf” 


Polo Calf® by Lawrence. 

The soft lustrous beauty, mellow tannage and 
superb wearability of Polo Calf by Lawrence makes 
a repeat sale for every sale. 

For Lawrence Polo Calf meets every requirement 
customers and manufacturers want, From_ its 
aniline sheen to its exceptional adaptability, 


/ 
FRENCH SHRINER’S handsome 
Wing-Tip Oxford is richly detailed 
and distinetively crafted in 
Lawrence Polo Calf A-27. An ex- 
cellent example of flawless shoe- 
making and superb leather. 


Lawrence Polo Calf sells because it satisfies. 

Your shoes and your sales will look better with 
Polo Calf by Lawrence. Try it. 

Advertised in Esquire: Lawrence Continental, 
Saxon, Polo Calf. 


A. C, LAWRENCE LEATHER CO., Peabody, Mass. 


A DIVISION OF SWIFT @ company ([inc.,) 
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‘Madison's — 
a 22 Parker Street 
PATIENT'S NAME 
ADDRESS “229 Elm Street ———— 
Orthopedic Shoes 
Ry Long counters 
1/8" inside wedge 

Thomas heels 





for Shoes 


is — 








« EQUINO-VARUS * SsABELs » WOMEN’S BASIC 






e SURGICAL BASIC SHOES - ¢ PLUMB LINE 

* MEN’S BASIC AOE ane euse” ~~ « PRE-WALKER 
* CLUB FOOT 

Medicine is a matter of integrity . . . its success is measured in terms of service to the 


patient. And so it is that Sabel has built a line of footwear conforming to the specifica- 
tions of doctors to serve the needs of those who suffer from foot ailments and deformities. 
For over 30 years, Sabel has been the established line in a branch of the shoe business 
quite unlike the selling of ordinary footwear . . . where the price of a pair of shoes is but 
a small part of the cost of the corrective program to the customer 

Sabel has built a background of acceptance at the doctor level. That’s why you should 
be featuring the only line of basic footwear with an established reputation in the 
medical field. 





A planned progressive program . . . from infancy to adulthood. 


C. H. Alden Co., Brockton, Mass. Men’s and Boy’s Surgical and Basic Shoes 

Walker T. Dickerson Co., Columbus, Ohio Women’s Basic Shoes 

R. J. Potvin Shoe Co., Brockton, Mass. Pre-Walker Equino-Varus and Surgical 
Walkin Shoe Co., Schuylkill Haven, Penna. Plumb Line Regular and Surgical, Outflare 


WRITE DIRECT TO FACTORIES OR |. SABEL, INC., 1207 CHESTNUT ST., PHILADELPHIA, PENNA, 
30 Boot and Shoe Recorder 

































HIGH 
FASHION 


falls in love with 
HILL AND DALE'S 





lighter, softer manner... 
beautifully translated 
by a continental-inspired 


tailored pump in 


HUBSCHMAN'S 
CALF 
#572 TOWN BROWN 


».. anew Dixon-Bartlett 
Company achievement 
Baltimore 24 





“a E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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she Insists on the shoes 


Had Cinderella really been a WOMAN’S Day reader, she 
probably would have refused the glass slipper... if the 
brand wasn’t featured in WOMAN’s Day! WoMAN’s Day 
readers are good customers that way. They believe in this 
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she saw In woman’s day 


the A&P magazine 


the NATIONAL magazine with the CONCENTRATED impact 


magazine—go out to buy it month after month at their — “BB 
local A& P—and follow it closely for shopping ideas and best 

brand buys. It’s easy, to get the A&P customer’s business 

in your neighborhood. Feature the shoes in WOMAN’S Day. . 


* Like the Naturalizer shoes she'll be seeing in Naturalizer’s continuing campaign in Woman's Day 
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NEOPRENE CORD SOLES 


add comfort and extra-long wear 
to stylish safety shoes 








Here's a pair of rugged safety shoes that cleverly con- 
ceal their sturdy features, Soft brown elk uppers treated 
with Quilon* hide a steel toe, a leather toe lining 
and a wide, corrugated-steel arch, This moccasin-style 
blucher with storm welting affords the wearer maxi- 
mum protection, plus casual comfort, 

But more important are the comfort and protection 
from underneath provided by lightweight neoprene cord 
soles, They refuse to chip or crack, despite scuffing or 
abrasion,,.retain their neat profile, even under constant 
exposure to heat, oil, greases or solvents, Give your sales 
story the triple advantage of neoprene soles—rugged 
performance, stylish appearance and comfort, 


*Du Pont's trademark for its chrome complex 


DU PONT 


NEOPRENE CORD 


REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


4 


Courteay: Record Industrial Company 
Vhiladelphia, Pennsylvania 





Only neoprene offers this balanced 
combination of properties 
for work- and safety-shoe soles 





© Resistance to oils, greases 

© Resistance to flex cracking—even at 
freezing temperatures 
Resistance to abrasion, chipping 
Resistance to acids and other chemicals 


Resistance to heat 
SEND FOR NEW FREE BOOKLET 







E, I, du Pont de Nemours & Co, (Ine.) 
Elastomers Division BS-8, Wilmington 08, Del, 

Please send me your booklet which contains information 
about neoprene soles , , , descriptions of neoprene’s unusual 
properties and superior qualities, 


Name I ii 





Firm 





Address 





State 
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Retail Training Program 


Minimum Wage Law 


Visitors from the U. 8. 8. BR. 


SSS SS SSS by George H. Baker 














The government is getting ready to spend $2.6 million to train young 
people for careers in retailing and in the distributive trades. 

Last year, the joint federal-state training programs in trade education 
turned out 235,000 graduates. This number should be substantially higher 
in the new fiscal year. 

The number of students receiving retail training under the government 
program rose from 174,000 in 1946 to a high of 364,000 in 1950, Because 
of reductions in the amount of government money available, the number 
of students fell off to 209,000 in 1951. 

The states added $4.5 million to the federal contribution ($1.5 mil- 
lion) last year, 

Among the subjects in which the students are trained are merchandis- 
ing, advertising, stock control, and purchasing. 


There is little doubt that current Senate hearings will not result in loss or 
curtailment of the retail exemption to the minimum wage law this year, 
especially since Sen, Douglas (Illinois Democrat) has been replaced as 
chairman of the group, 

Tone of the hearings on minimum wage extension has been dull since 
they began, and it is not surprising that Sen, Douglas permitted himself 
(or asked) to give up the chairmanship to become head of a more active 
committee, The list of witnesses has included the usual associations, but 
their testimony has been matter-of-fact, whether it was the unions sup- 
porting or the businessmen opposing extension, 

Next year, however, we may see an entirely different situation, Some 
congressmen say they expect retailing associations to stop fighting the 
one-dollar-per-hour minimum wage, and to start paying all retailing help 
on the basis of a 40-hour week, one dollar per hour, with time and a 


half for over time, 


A small but highly selective exchange of business experts between the 
United States and Russia is in the works, 

You can expect to see a gradual increase in the number of visiting 
Russian engineers and works managers in the U, S, in the months ahead, 

It’s part of President Eisenhower's new plan for trying to breathe 
some new life into the faltering “spirit of Geneva” through the free 
exchange between this country and the Soviet of technical, scientific, and 
cultural experts, 

The Kremlin, meanwhile, drops hints that it, too, will be willing to 
open its doors just a little to selected groups of U, 5, professional men, 
thus making the “loan” program an effective two-way street for the swap 
of technical information between the two nations, 

Outlook, therefore, is for carefully-controlled increases in the visits 
of experts between the U, S, and the U.S.S.R, It’s not expected that there 
will be any flood-tide of tourists traveling in either direction, Every 
application for travel will be carefully screened and submitted to the other 
nation for comment before being approved, 

The U, S, State Department is opening a new bureau, the “Office of 
East-West Contacts,” to process applications from U, S$, businessmen who 
want to go to Russia, Interested parties should address communications 











Wiastniancg tara 


Wage Seales 


Small Business Taxes 


Tax Cut Hopes 
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to the Office of East-West Contacts, Department of State, Washington 
25, D. C. 


Government officials are concerned over the recent threat of higher shoe 
prices raised by J. W. McGonigal, General Vice President of the AFL-CIO 
Boot & Shoe Workers Union, 

In a recent speech in St. Louis, Mr. McGonigal said shoe manufac- 
turers must increase their wage scales if they hope to prevent skilled 
workers from drifting away to higher-pay industries. 

Mr. McGonigal cited an analysis prepared by the U, S, Bureau of 
Labor Statistics which lists shoe production workers in 291st place out of 
311 industries whose pay scales for 1955 were studied. 


Small Business Administration officials are trying to work out methods 
of easing the tax burden on small business without lowering total govern- 
ment revenues, They hope to come up with a program in time for sub- 
mission to Congress early next year, 

But any such program is going to run headlong into trouble with the 
larger corporations, because they are the logical sources of revenue to 
make up whatever revenue is lost by aid to small firms, 

A speciai committee has been formed, which will meet in the fall to 
investigate various suggestions for easing the tax burden on small firms 
so they can retain a higher percentage of earnings for desperately-needed 
expansion funds, 

Any plan the SBA proposes will have to have the approval of the 
Treasury Department before it can meet with much success, Treasury 
Secretary Humphrey is in accord with the basic idea of helping small 
business, he says, but has not endorsed any approach to the problem yet. 

The problem of granting small firms some relief from federal taxes 
is becoming more important because of rising local and state property, 
business, and personal levies, Congress now has before it several bills 
designed to cut the tax bite on small firms, but barring a serious business 
letdown, they appear to have little chance this year, 

The two major plans involve either a complete regraduation of the 
corporate income tax structure, or a simple reversal of the present basic 
corporation tax of 30 per cent and the surtax of 22 per cent, so that a 
firm would in the future pay only 22 per cent tax on the first $25,000 of 
profits, instead of the 30 per cent as at present, 


Some influential House Democrats are talking bravely of voting every- 
body a $20 tax cut this year, but an unofficial count of noses in the 
House shows that they can’t put it over this year. 
The tax cut hopes are based primarily on the statement by Treasury 
Secretary Humphrey that we closed the fiscal year on June 30 with a 
surplus of about $2 billion, 
But President Eisenhower and Mr, Humphrey insist that the surplus 

be used to pay something on the $275 billion national debt. And key 
Republicans in Congress have pledged their support of this position, 
This is the main reason why a tax-reduction bill won't get to first base 
[TURN TO PAGE 74, PLEASE | 
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store 


Salina Shoe Mart, Salina, Kansas 





-- with a Pittsburgh Upen-Vision Store Front! 


When an already well-established re- 
tail store gets a sparkling new “face,” 
an increase in business usually fol- 
lows, Prese:t. customers continue— 
and often add—to their patronage. At 
the same time, casual passers-by are 
attracted by the bright new open: 
vision front and are drawn right in- 
side to become future patrons, 

See how friendly and inviting this 
shoe store is after its modernization 
with a Pittsburgh Open-Vision Store 
Front. The large windows of Pitts 
burgh Polished Plate Glass and the 


Tubelite® Door make the entire in- 
terior one gigantic display show win- 
dow ... displaying the merchandise 
to the best advantage. Pitteo® Store 
Front Metal, used for glass supporting 
members, completes the installation, 

Find out what a Pittsburgh Open- 
Vision Store Front ean do for your 
business, In our big store front book- 
let there are dozens of examples of 
store modernization using Pittsburgh 
Products, Just send in the coupon and 
we'll be glad to mail you a free copy 
of this booklet. No obligation, 


PAINTS + GLASS + CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS 


PITTSBURGH 
IN CANADA; CANADIAN 
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PLATE 
PITTSBURGH INDUSTRIES LIMITED 


GLASS COMPANY 
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| Pittsburgh Plate Glass Company 

| Room 6294, 632 Fort Duquesne Bivd, 
| Pittsburgh 22, Pa, 

Without obligation on my part, 
| please send me ao FREE copy of your 
| modernization booklet, “How Te Give 
Your Store The Look That Sells,” 

| Neme 
| 
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funtime footwear 


NEW STYLES...NEW SOLES... 
NEW WAYS TO PROFIT! 


For °56, Ripon gives Funtime Footwear a wider appeal 
than ever...new reasons for your customers to buy 
.. Mew ways for you to profit, 


The new soles, for instance, run the gamut from 

soft glove leather to sturdy Cat's Paw...flats, wedges, 
full-heel models. Now Ripons are as at home in the open as 
by the TV, part of any around-the-house every activity. 
Greater use, greater profits! 

Fabrics, too, range widely: worsted, nylon, grain leather, 
topsail cloth. All at low Ripon prices, so the family can 
splurge on several pair—and the gift shopper go all-out. 
Higher volume, higher profits! 


Nation-wide advertising will introduce the new styles to 

your customers. For your own follow-through, Ripon offers 
a complete promotion, as smart and appealing as 
Funtime Footwear itself (see below). 






















WRITE FOR THE 1956 STYLE BOOK, Sco your new sales aids: the free 
mats, the colorful bill stuffers, and this clever new “tops and bottoms” 
footform display. 


RIPON KNITTING WORKS, RIPON, WISCONSIN 
Brench offices: New York, Chicago, Los Angeles, Detroit, Seattle, 
Dallas, in Canada: Forest City Knitting Co, London, Ontario 
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IT'S UP TO YOU! tS and Saddles 
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they heading \\ 














All progress comes from the individual him- 
self, 

When you and IT and the other fellow endeavor 
to do our own jobs well and thoroughly, the 
whole community benefits. 

And as each community progresses, so goes the 
nation, 

Today, we as individuals are beset with multi- 
farious and perplexing problems both from 
within and without, 





But as we, by industry and good reasoning, 
solve our own intimate problems, just so much 
sooner do the big outside problems take care 
of themselves, 





For economic nature has the happy faculty of 
adjusting itself to the general trend of individ: 
ual thought and action, 


To keep our balance in sensitive times is no 
simple matter, 

But all history shows that after each great 
social and economic storm a new era of prog: 
ress and prosperity has followed as a matter 
of course, 





And that new era is what we are striving for, ~~ y 

always, = 
JUMPING UACKS 

(This last editorial by E. DB. Terhune, Sr. ie pub: 

lished posthumously, Me, Terhune died July 24, 1956.) VAISEY-BRISTOL SHOE COMPANY 








MONETT, MIS8OURI 
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cClesioned 
with 
retail profits in mind 


DESIGNER 


An eight-page promotion in 


FLORSHEIM, NEWTON ELKIN, OLD MAINE TROTTERS, 











Leather Industries and six leading manufacturers 
of women’s quality shoes present a spectacular 
Firet in the September issue of Harper's Bazaar 
—the colossus of women’s shoe fashion promotions. 


The section will be the greatest joint advertising 
effort in the history of the women’s shoe business. 
The theme of the spectacular is ‘Designers 
Leather,’’ dramatizing the textures, finishes and 


colors of leather as inspiration for shoe designs. 


The selling force of this message will appeal to 
the millions of Harper's Bazaar readers who are 
motivated by their desire for quality and fashion. 
Each participating manufacturer will feature in 
his “Designers. Leather’ advertisement a shoe 
which reflects this powerful axiom —that leather 
is beauty, leather is quality. 


The forward-thinking dealers who carry the lines 
advertised in the section will have a power- 
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"Troylings 





S LEATHER 


Harper’s Bazaar featuring shoes by 


JACK SANDLER, TROYLINGS,VALENTINE 


house of point-of-sale material at their disposal ti, 2 ania pacha hd, tah ase pa ira ca wit ne cata 
—a merchandising package containing scintil- . Leather Industries of America 
. ‘ . 411 Fifth Ave., New York 16, N.Y. 
lating counter cards, window display cards, gee eS 
novel ideas for newspaper ads, dramatie and 2 Please forward your Harper's Bazaar merchandising kit. 
easy-to-install interior and window display ° We carry the following brand lines of women's shoes 
suggestions. : 
. 

; i : . 
As always, quality and craftsmanship point the oo we 
way to greater retail prof its—and the “De- SS ae 
signers Leather’ promotion leads the way. a ie Sene.....Beate .. 
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as featured sn the AUGUST issue of 


petetionss VOGUE 





Nationally advertised to your customers 
in your trading aree during 1956 in: 


x | crerm 

@etter Homes a& Gardens 
pusvarne soorwen® cosmopolitan 

Giamour 

Harper's Bazaar 

Ladies’ Home yournal 
mocall’s 

pedbook 

vogue 

woman's Home companion 
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Revreration FOR A good 


cause! Owen H,. Dickerson of The 


Dickerson Shoe Company, Colum- 
bus, Ohio, picks up the statement: 
“We can’t understand women who 
buy any old shoe or a lumpy mat- 
tress, They spend half their lives 
in one; and half on the other.” He 
then elaborates the point; 





“Funny but true, it’s more like 
an indictment of the shoe industry 
in general for its inability to prop- 
erly promote a product so vital to 
health and happiness as good shoes, 
After all, you do spend two-thirds 
of your life in them, As the shoe 
industry looks around, we surely 
must be discouraged to see the 
progress in volume and profit in 
high priced luxury items, knowing 
that we have failed to keep pace 
with our more promotionally- 
minded competitors in the hard 
goods fields, 

“Fortunately for all of us some 
progress is being made, and even if 
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Talk a Trade 


it is in a small way initially, it’s a 
sure step in the right direction, 
Through the National Shoe Retail- 
ers and Manufacturers Association 
an organization has been formed to 
raise funds for the nation-wide pro- 
motion and appreciation of the in- 
dustry, its products and its ser- 
vices, The Dickerson Shoe Com: 
pany was among the first to con- 
tribute and we urge all of you who 
have not done so to date to join us 
in support of this campaign, Re- 
member, we are not a subsidized 
industry. We have to make our own 
way through our own efforts, There 





is still plenty of free enterprise left 
in all phases of the shoe business, 
and this new campaign will put all 
its efforts behind the enterprise. 
The impact it will have nationally 
will depend entirely upon your sup- 
port and the budget with which we 


have to work,” 
oe ” a 


Many BROUWER HICKMAN, 


president of the Brouwer Shoe Com: 








pany of Milwaukee, Wis., says: 
“The colors in men’s, women’s 
and children’s shoes for fall are 
The tan and brown tones 
There are 


muted, 
are muddy and _ soft. 
grayed browns and also very soft 
and deep greens— deep forest 
greens which remind you of dark 


day mosses, These will be used not 


only in women’s apparel but are 
expected to be very good in men’s 
Although these tones 
may not be sold in great volume 
during the fall of 1956 in Mil- 
waukee, we know that by fall of 
next year, they will have great ac- 
ceptance, We should all be aware 
of the new ideas in the shoe indus 
try. Some of the new ideas are in 


wear too, 


gadget form; others are in new 
looks for men’s, women’s and chil- 
Talk about them to 
your customers,” 


dren’s laste, 


* 4 " 


J). GORDON DAKINS, executive 


vice-president and treasurer of the 
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National Retail Dry Goods Associa- 
tion, said recently: 

“It’s important to keep in mind 
the relationship which exists in to- 
day’s market between installment 
selling and mass production. Mass 
production is impossible without 
mass sales, and mass sales are im- 
possible without the extensive use of 





consumer credit, There you have 
the keystone of our present eco- 
nomic system which has produced 
so many benefits that add to our 
comfort, our pleasure and our se- 
curity. If we are to continue to 
maintain a high level of business ac- 
tivity and employment it will be 
necessary to utilize consumer credit 
even more. Clearly this is no time 
to let up on sales effort and no time 
to dry up the well springs of abun- 
dant consumer credit. .. . 

“Installment credit has become a 
basic part of our economy. Not only 
is it a convenience to the customer ; 
it’s an essential part of the selling 
technique of the retail trade, Actual 
experience has taught retailers that 
it’s not something to be feared, that 
it will not ruin the nation or the 
individuals using it and, most im- 
portant, that more people are in- 
herently honest and have earnest 
desire to pay their debts. This fact 
has been well exemplified by the 
manner in which personal debts 
contracted before the last depres. 
sion were paid even during the de- 
pression years, Losses on retailers’ 
installment accounts even in those 
black years never rose above five 
per cent, far less than the 20 per 
cent average loss on merchandise 
in 1930,” 


* “ “ 


Davin H. UNTERBERGER of 
David's Shoes in Philadelphia, says: 

“The new ideas concerning de- 
sign, color, weight and other dis- 
tinguishing features in men’s shoes 
are setting a new pace in the selling 
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of men’s footwear. It isn’t that we're 
just showing these shoes to our cus- 
tomers to get their reactions; they 
are in the market for them. 

“Men have become more shoe 
conscious. It didn’t happen sud- 
denly. It took time for the adjust- 
ments and changes in shoe wearing 
habits but I thing we have reached 
the time now when everyone can 
profit. Men’s shoe buying trends 
have ripened into a field that is so 
much more attractive and salable. 

“We started out with colors. The 
demand for these was hesitant but 
that seems like a long time ago. 


5 


. 
‘ 
~\ 
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Color in men’s shoes is a big thing 
today, with shades and variations 
that fit in with the seasons and the 
color styling in men’s suits, Men 
have become interested in textures 
of leather because they realize this 
has a bearing on the weight and 
wearability of the shoes, 

“We go along with all the trends 
and keep timely displays centered 
in our street windows. Style changes 
have done more to stir men’s inter: 
est in shoes than the actual need for 
wearing them, Whatever helps to 
sell more shoes will continue to keep 
both sides of the counter happy.” 








Ruri H. KERR FRIES, fashion 
director for Amalgamated Leather 
Companies, Wilmington, Del., indi- 
cates that “at Southampton this 
summer, smart women are wearing 
white or pale gray combined in 
Edelweiss effect with grayed Loden 
green in Bermuda shorts and 
tapered Bavarian pants. During the 
cold wave early in July, there were 
two smart costumes, made up of 
Loden green ‘lederhosen’ from Ba- 
varia, with embroidered peasant 
jackets.” 

Mrs. Fries further stated: “New 
tannages in resort leathers for 1957 
look smartest in herbal colors such 
as Loden green, roseberry or gen- 
tian blue combined with white while 
pastels of the old pink-blue palette 
are waning. New velour suedes, 
napped kidskins and soft, crepe 
tannages are especially appearing in 


these new colors,” 
of oe o 


[Rvinc GERBER, vice-president 
and general sales manager of the 
Hampton Corporation, Milwaukee, 
Wis., says: 

“Shoe manufacturers, in improv- 
ing employees’ working conditions 
and employee relationships, will 
find that they are helping not only 
their own business, dollar-wise, but 
the entire shoe industry. Air-con- 
ditioned factories, coordinated em- 
ployee activities have an end result 
in better shoemaking and better 


customer service,” 
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INDUSTRY PANEL 





What Manufacturers Think About 


In-Stock Departments... 


What Is the Outlook for In-Stock Operations? Manufacturers Here 


Express Their Opinions 


on This Basic Subject. 


One of the most spectacular changes 
that have come into shoe business 
over the past decade has been the 
growth of manufacturers’ in-stock de- 
partments, and the increasing amount 
of business done by retailers out of 
these in-stock operations. 

What are the shoe manufacturers’ 
views regarding in-stock departments? 
What are the major changes that have 
come about in such operations? And 
what’s the outlook for in-stock opera- 
tions? A detailed questionnaire was 
presented on this subject to the Boor 
AND Siok Recorper’s “Shoe Manu- 
facturers’ Panel.” Here are some of 
the key findings of this report on in- 
stock operations, 

(1) The great majority (more than 
9 out of 10° of shoe manufacturers 
have an in-stock department, 

(2) Most shoe manufacturers be- 
lieve an in-stock department is a good 
thing for them, primarily because it 
enables them to level out production 
over the year, 

(3) The average in-stock inventory 
growth has amounted to 84 per cent 
over the past five years, 

(4) In 1950, about 26 per cent of 
the average manufacturer's sales were 
made from in-stock, as compared with 
42 per cent today, 

(5) The average manufacturer be- 
lieves that the “ideal” ratio of sales 
would be 70 per cent make-up shoes, 
and 30 per cent in-stock sales. 

(6) More than four out of five 
manufacturers believe that in-stock 
operations have proved favorable for 
them, 

(7) Practically every manufacturer 
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Shoe Manufacturers’ Position And Views On In-Stock Operations 





Have In-Stock 
Department 


Don’t Have 


| a 
a 2: 


In 1950 
In 1955 


Don't 


Make-Up 
In-Stock 


Good 


Bad i... 


No gs 4% 





Shoe Manufacturers’ In-Stock Department Operations 


% Manufacturers’ Total Sales Accounted For By In-Stock 


as 
% Manufacturers Who In-Stock “Style” Shoes 

Do eee 
a 


“Ideal” Ratio Between Make-Up and In-Stock Shoe Sales 


Ee 
ES 30°. 


Is In-Stock Good or Bad for Manufacturer? 


Do Manufacturers Think In-Stock Growth Will Continue? 


Yes an ad 








believes that the in-stock “trend” will 
continue to grow, 


HOW MANY HAVE IN.STOCK? 

Question 1: Do you have an in-stock 
department? 

The replies; An overwhelming 94 
per cent do have an in-stock depart: 
ment, while only six per cent do not, 

Question 2: Did you have an in-stock 
department in 1951? In 1947? In 
1939? 

Here is a graphic example of the 
growth of in-stock operations in the 
shoe industry, In 1939 only 54 per 
cent of the manufacturers had in-stock 


departments, In 1947 it had risen to 
88 per cent, climbed to 89 per cent in 
1951, whereas today 94 per cent have 
in-stock departments, 

Question 3; What is the one chie/ 
factor that made you install an in-stock 
department? 

First vote went to a 
answer; In-stock helps to level pro- 


‘combination” 


duction and increases customer service, 
Other answers that got frequent men- 
tion: 
Growing insistence of retailers for 
in-stock transactions, 
Has helped us sell more shoes, 
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Italian Shoe 


The Noted Italian Look Is Only Part of the 
Whole Picture. The Italians Are Facing the 
Problem of Maintaining That Look on American 
Lasts. Beautiful Workmanship and Gracious 





Hospitality Make It a Pleasure to Take a 
Business Trip to Italy. 


by ELEANOR M. RUTTY 


Shoe Drawings and Florentine Background by ELLY NORDEN 





Medium heel pump with hand- 


embroidered lace. Ferragamo. 








Another use of stitching to form 
squares with each square per- 
forated, Girotti e Bellini. 


+ 





we 





A two-tone effect in a geometric 
design by Fontaleo. 







Delicate stitching, tiny silver Finely stitched squares, tiny 
buttons on black satin, Ferrari. perforation in each, Saguatti, 








a 








Industry . 


Combination of Art and Business 


Taree things impress the student of shoes in 
Italy. First, there is the obvious and increasing 
interest of Italian American 
market. Some have been impressed with its possi- 
bilities for several years; others are just waking 
up to it. Second, there is the unmistakably fine 
workmanship in the best Italian shoes, I am speak- 
ing especially of the women’s shoes, since those are 


shoemakers in the 


the ones | was most interested in. And third, there 
is the problem of keeping the “Italian look” and 
at the same time providing the necessary American 
range of widths and sizes. 

This problem is, of course, basic to the continued 
success of Italian shoes in this country. When | 
was in Milan I visited Forme e Fustelli, a large and 
modern last factory, said to be the only one of its 
kind in Italy, From its up-to-the-minute German 
machines, each one with two arms capable of turn- 
ing out simultaneously two identical lasts, comes a 
total daily output of 1300 men’s, women’s and chil- 
dren's lasts, Listening to Mr, Gustavo Lurig, head 
of the organization, and Mr. E. Rigoli, representa- 


tive of Martini e Rossi of Verona, largest men’s 
factory in Italy, producing 8500 pairs of men’s and 
children’s shoes a day, I learned how vital the 
problem is of reconciling Italian styling and Amer- 
ican lasts, And it is a problem that must be solved 
if Italian shoe manufacturers are to meet the needs 
of American customers. 

To accomplish this goal, according to Mr. Lurig 
and Mr. Rigoli, there must be some modification 
in both American lasts and Italian styling. Only in 
this way can the elements of comfortable fit on the 
one hand and style originality on the other be 
American market. 
American buyers in Italy, unaware of this need, 


combined in shoes for the 
see a style they want and place an order, not realiz- 
ing the problem of adaptation facing the makers of 
the shoe and of the last on which it is to be made, 

A vital factor in the sale of Italian shoes in the 
American market, according to Mr, David Gold. 
stein of Florence, is that of maintaining freshness 
in styling. After awhile the American public will 
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—— Semi-detached sole in interest- 
ing Turkish toe pump. Dal Co, 

































Mosaic work on vamp and on 
heel in open banded sandal and 
high heel. From Frattegiani. 












Raised dots on shrunken leather 
in two-texture pump, Merli, 









Interesting slit, sigzag side 
treatment in textured leather 
pump, Valentino design. 


Step-in made of French plush 
leather with contrasting lacing. 
Dise heel. By Amalfi, 











randed Lines No Substitute 
or INTENSIVE SELLING... . 





L, J. GEUDER 


Continue over-emphasis on the promotion of brand 
names rather than the reputation of the retailer, will make 
independent retailing unprofitable and could conceivably 
make it unnecessary. The field of distribution is under- 
going a revolution with the brand name spear-heading the 
movement to the point where control of sales at retail 
will rest with the manufacturer rather than the retailer. 

Consider this statement, quoted from “Distribution 
Trends, 1955-1956,” published by the Domestic Distribu- 
tion Department of the Chamber of Commerce of the 
United States: 

“Two of the most significant developments to watch for 
in 1956 are an intensification of preselling of brand prod- 
ucts by manufacturers, and an accentuation of the trend 
toward high-volume, low-margin type of selling. 

“Preselling is largely an outgrowth of the great flow 
of new products and the increasing use of television as a 
medium for preselling such new products. As a result, 
manufacturers are claiming that since they are assuming a 
greater share of the cost of distribution, they are justified 


The Retailer Must Sell Hard and Promote His 
Own Reputation Vigorously Lest He Lose Iden- 
tity to the Branded Line He Sells. 


by L. J. GEUDER 
Sales Manager, Holland-Racine Shoes, Inc. 


in lowering margins of distributors. 

“One of the arguments for hi-volume, low-margin selling 
is that it will result in greater total sales and profits than 
will pricing based on percentage margins.” 

Back in the days when advertising men worked in shirt 
sleeves rather than gray flannel suits, somebody said: 
“Advertising is salesmanship in print . . . a substitute for 
a personal call.” Don’t let that substitute get too firmly 
entrenched in doing your selling for you, eventually you 
won't be necessary. 

Taken at face value, the heavily promoted brand names 
present an intriguing package to the already overworked 
shoe retailer; his promotional work is practically done 
for him .. . national advertising, prepared mats, window 
trims, mailing pieces, in fact for certain considerations 
they'll even provide excellent identification for the front 
of your store. All of this material does a fine job of selling 
the brand name but little for the retailer other than the 
somewhat questionable advantage of basking in the re- 
flected glory of a highly advertised product. 

Let’s check some of the manufacturer's advertising; do 
they spend their advertising dollars telling you about the 
tanner who supplied the leather, the rubber manufacturer 
who makes the heels, the famous factory that produces 
the lining? Once in a while they'll promote a specialty 
item but notice how fast the manufacturer gets off that 
pitch as soon as the first burst of publicity simmers down, 
His reasons are obvious, first of all he doesn’t spend his 
advertising dollars pulling someone else’s little red wagon 
and secondly, no manufacturer wants to get caught in the 
position where any appreciable portion of his business is 
dependent upon one supplier, In your promotional efforts, 
should you do as he does or do as he says? 

Maybe we should differentiate between name brands 
and trademarks, the latter being the original name for the 
identifying mark of a reputable company producing good 
shoes which the retailer used to build a reputation for his 
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The IMPORTANCE of 


Branded Lines in Shoe Selling 


A Store’s Good Reputation Becomes More 
Valuable When Coupled With the Good Repu- 
tation of a Nationally Known Brand Name. 


by STEPHEN H. McGAW 


Advertising Manager, Jarman Shoe Company Division 
General Shoe Corp. 


Suppose an elaborate self-service machine could be 
built to sell shoes. Place this machine in a busy location 
and stock it with four or five different kinds of shoes. All 
of them have names, but only one has a name widely 
known through national advertising and distribution. 
Which of the four or five different kinds of shoes would 
most people buy? 

The great majority of people prefer to buy brand names 
that have been made familiar to them through advertising. 
The average person, when faced with a choice of products 
on which to spend his hard-earned money, invariably will 
pick the name that is familiar to him. He chooses the 
product that has a reputation and rejects the unknown 
because he is afraid it may not give satisfaction. 

Over a period of years a name brand shoe builds a 
national reputation for itself. People try the particular 
shoes, and if they like them they come back for more 
and recommend them to their friends, Others may see 
them advertised and hear their friends talk about them, 
and still not try them, But sooner or later, if the brand 
is in the price range they are accustomed to pay, they will 
probably get around to trying them, This happens every 
day to thousands upon thousands of people in stores 
across the country—people trying a brand for the first 
time because the name has been made familiar to them 
through advertising, display and friends’ recommenda- 
tions, 

The example of the “elaborate self-service machine” 
may sound like over-simplification, but the fact is that 
certain “machines” in the form of retail stores at busy 
locations are proving every day that people prefer branded 
lines, These stores take advantage of the public’s increas- 
ing tendency toward “impulse” buying. With no in- 
tention whatsoever of buying shoes, people are often 
stopped by an attractive window display, and, on impulse, 
go in and buy new shoes, They may be strangers in town 
or strangers to the store, but if they know the brand name 
they have confidence in the product and don’t hesitate 
to buy, 

The retailer’s name is valuable too in selling shoes, The 
store can build a fine reputation in its community for 
giving good value, proper fit and courteous service, But 
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STEPHEN H. McGAW 


despite such a reputation, when the customer is un- 
familiar with a product the retail salesperson must add a 
few words or maybe a long sales talk to explain to the 
customer that the product is all right. The customer is 
naturally skeptical and needs to be “sold”—and this takes 
extra time. Once sold, if the product gives satisfaction, 
the customer may come back for more, But it takes more 
time to make good repeat customers this way, 

A store's good reputation becomes even more valuable 
when coupled with the good reputation of a nationally- 
known brand name, “Two good names are better than 
one.” The salesperson doesn’t have to take as much time 
explaining and selling the known brand, He can get in 
more transactions per hour, more sales per day, The store 
benefits through more productivity, lower cost per sale and 
more rapid turnover, 

A branded line is more apt to be in-stock and therefore 
available for quick mail orders, This allows the retailer to 
give better service and prevents tying up too much capital 
in inventory—thus saving money and also decreasing 
markdowns, 

A store with a nationally-known brand of shoes has the 
advantage of a wide variety of display and promotional 
helps from the manufacturer, Effective promotions are 
planned throughout the year and the retailer can just fol- 
low the schedule, using displays and advertising material 
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Hegance from the Very 


The New Salvatore Ferragamo Salon Brings the Italian Shoe 
Fashion Touch of the Old World to Park Avenue in New York. 
by ESTELLE G, ANDERSON 


Tuere is an unmistakable aura of Continental high 
fashion and chic about the new Ferragamo Shop at 424 
Park Avenue in New York City. Well there might be, for 
it resembles the smart salons this famous Italian designer 


has established in Paris, Milan, Florence and Rome, The 
plate glass window, simply outlined with colorful fruits 
and green leaves is more than a store front. It is a glimpse 
into the entire length of the shop, There are a few shoes 
and handbags on display but these are merely the invita- 
tion to come inside. 

The interior of the shop is like an Italian drawing room 
—spacious, elegant and set off with tasteful art and 
design. Recessed displays feature objets d'art along with 
Ferragamo shoes and handbags. The period furniture is 
antiqued white wood, imported Italian marble-topped 
tables and the colors are soft, muted, grayed pinks, beiges 


Left: The custom-built breakfront displays the latest hand. 
bags designed by Salvatore Ferragamo—fitting comple 
ments to his shoe styles. 


Right: The fashion salon interior, highlighting the furnish- 
ings, the shoe displays and the restrained elegance that 
add up to the ideal shopping medium. 

















Left: The view from Park Avenue (above). The specially 
designed window front that shows the entire shop as well 
as putting an emphasis on the shoes and Paar 


Below: Colorful, hand painted silk screen mural depicting 
some of the Italian arts and cultures, placed above a 
tufted, antiqued satin love seat. 


seit e ~~ 


Florentine mirror, Italian marble topped wall table and re- 
cessed display—show the Ferragamo shoes off to advantage. 


and bronzes, Floor and carpet are in the modern vein 
vinyl blocks resembling terrazzo at the entrance and wall 
to wall broadloom carpeting in the rest of the shop. 

Jack L. Meyerson is the manager of this new shop, 
which has been doing business at the 424 Park Avenue 
address since December 12, 1955, but which is just about 
completed now, Asked about the thinking that prompted 
this salon, Mr. Meyerson indicated that it was established 
for the important purpose of giving the women of New 
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The Shoe Traveler... 


E very article, book and speech discussing salesman- 
ship stresses this cardinal point: to sell successfully 
you must believe in what you are selling. 

To be sure, belief alone is not proclaimed the guar- 
antee of success. But, without it, success is difficult to 
achieve, it is agreed generally. Does this mean that 
conviction about the product requires the salesman to 
feel it is better than anyone else’s? Can the salesman 
who acknowledges his product is only equal to others, 
or that other products are equal to his, nonetheless do 
a successful job? 

The survey of almost 2000 shoe travelers across the 
nation, which is the basis for this series of articles, 
did not intend to throw any light on this complex sub- 
ject though it would be possible, through special anal- 
ysis of responses, to deduce some facts. But Question 
No, 11 did reveal the following. 

In answer to, “How does your line compare with 
your competitors’?” 67 per cent of the respondents 
said “Better.” Twenty-six per cent said “Equal.” Six 
per cent said “Not as good as some,” while one per 
cent said “Not as good as most.” 

However they rate their lines in comparison with 
those of other companies, virtually all salesmen offer 
suggestions to improve their companies’ products, 


Part IV 


In An Informative Analysis of the Important 
Role He Plays in the Distribution of Footwear, 
and an Appraisal of His Attitudes, His Prob- 
lems, His Present and His Future. 


by STANLEY MOSS 


though the degree of their participation in this varies. 
Question No. 12 was, “Do you make suggestions to 
the factory about the line?” 

Again, it was 67 per cent who said “Frequently, 
with 33 per cent saying “Occasionally.” So few sales- 
men said “Never” they could be counted on less than 
one hand, 

This over-riding interest in contributing ideas to 
improve the saleability of their lines is to be expected, 
It is worthwhile to recall here that, when asked what 
they disliked most about their companies, shoe sales- 
men voted, “Ignores special needs of my area,”’ as rat- 
ing second, both in first-choice votes and in total votes, 
It is reasonable to assume, therefore, that their sug- 
gestions concerning their lines include ideas for meet- 
ing unique territorial needs, 
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It is understood generally that the manufacturer 
seeking to do a national job is restricted in how far 
he can go in satisfying such “special needs” of different 
areas. It happens sometimes that what originally is 
conceived as a localized need actually may be the fore- 
runner of a far broader demand. On the other hand, 
it develops often that what the salesman thought a 
“must” for his territory turns out to be a dud when he 
is given the chance to sell the special shoe he wanted. 

Despite this, in view of the salesman’s day-to-day 
contact with retailers and his awareness of what the 
“competition” is offering, and because the shoe busi- 
ness is so dependent on the constant flow of ideas, it 
seems sensible for manufacturers to encourage at all 
times as many suggestions as possible from their men 
in the field. 

Apparently, most factories acquit themselves well on 
this score, Question No, 16 was, “Does the factory 
encourage you to make suggestions about improving 
the line?” 

This is how shoe travelers replied: 70 per cent said 
“Yes,” 16 per cent said “Sometimes,” 14 per cent said 
“No.” Thus, while virtually 100 per cent of the men 
“always” or “occasionally” offer suggestions about 
improvements in the line, 86 per cent of the factories 
always or “sometimes” encourage suggestions. 

But in another part of this general area companies 
are lax, Seventy per cent of them always encourage 
comments but only 49 per cent “always” acknowledge 
them, Forty-seven per cent acknowledge them “some- 
times” and four per cent never do. These were the 
answers, by percentages, to Question No. 13, “Does the 
factory acknowledge” suggestions about the line? 

This laxity not only is hard to explain in light of the 
overwhelming percentage of factories which encourage 
their men to make suggestions, but indicates also that 
one out of two companies passes up the opportunity 
to cement their relationship with their salesmen on a 
level which both find of paramount importance, 


Tuis is pointed up even further by responses to 
Question No, 14; “Are your suggestions ever adopted?” 
Thirty-seven per cent of the men said “Frequently,” 59 
per cent said “Occasionally,” four per cent said “Never.” 

With 96 per cent of the suggestions “Frequently” 
or “Occasionally” worthy of adoption by the factory, 
it is obvious that ideas submitted by travelers play an 
important role in shaping up lines from season to sea- 
son. Isn't it part of good sales management, then, 
always to acknowledge suggestions, whether or not they 
are used, to stimulate even more suggestions more 
frequently ? 

On still another score, factories exhibit even a more 
inexplicable laxity. Question No. 15 posed this: “Do 
you get credit for them (suggestions) when they are 
adopted ?” 
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Only about three and one-half companies out of ten 
“always” give credit for suggestions they adopt. About 
four out of ten “sometimes” give credit. More than 
two out of ten “never” do. 

Even the most superficial understanding of handling 
salesmen, and the most casual reading of personnel 
surveys, reveal that recognition of merit by manage- 
ment is a matter of key importance to all employes. 
Yet, more ‘than six out of ten shoe manufacturers 
neglect this potent factor, according to shoe travelers. 

Two other questions raised in the survey disclose 
a disparity between what salesmen say their companies 
encourage them to do and what the companies them- 
selves actually do. 

Question No. 17 was, “Does the factory encourage 
you to make suggestions on how to help retailers sell 
more of your shoes?” 

Seventy-three per cent of the salesmen answered 
“Yes.” Eleven per cent said “Sometimes.” Sixteen per 
cent said “No.” With more than eight out of ten com- 
panies alert to the need of giving the retailer as much 
helpful information as possible, and encouraging their 
salesmen to do so, it is manifest that most manufac- 
turers recognize the desirability of aiding dealers to 
do a better selling job. 

But most salesmen believe their companies actually 
do not do enough in this regard. Question No. 18 was, 





Portrait of a Shoe Traveler 


He believes in his product. 

He makes suggestions for product improvement, 
His suggestions are often adopted—not so 
often acknowledged. 

He does not think his factory gives enough 
help to retailers. 





“Do you think your factory does enough—by way of 
creating selling ideas, advertising material, displays, 
etc.—to help retailers do a better job?” 

Fifty-five per cent of the men said “No.” Forty-five 
per cent said “Yes.” The gap between intentions and 
practice would seem to be a wide one. 

Probably no single subject predominates more in 
general discussions of industry needs than the re- 
peatedly expressed need for closer manufacturer-retailer 
action in stimulating greater pairage sales, Trade 
paper articles, panel discussions and individual speeches 
at trade meetings constantly reiterate this need, Un- 
doubtedly, different people place different meanings on 
the nature of this cooperative action, Nor is it a sub- 
ject of discussion unique to the shoe industry. Manu- 
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A timely series of big 
2-color ads in these 
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With every Shoe Saver order, you'll get 
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a repeat seller! 


People who use Shoe Saver like it so well 
they tell others and come back for more. 
One bottle will treat 2 to 4 pairs of shoes 
for a season, 


sales appeal plus! 


Everyone who wears shoes is o prospect 
for Shoe Saver, the most effective water 
repellent ever developed for home treat- 
ment of shoes. Easy to apply, it keeps 
water out and still lets leather breathe. 
Because Shoe Sover makes shoes shed 
water, it protects them against the stif- 
fening ond staining from repeated wet- 
ting and drying. Leather stays soft and 
pliable; shoes are more easily cleaned 
and more comfortable to wear, 
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Shoe Saver also giyes you the oppor- 
tunity to cash in on the great and grow- 
ing soles appeal of products mode with 
Dow Corning silicones, 
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The sales appeal of Shoe Sover is proved 
by an initial sales rate in typical family 
shoe stores of a dozen or more bottles 
o week, 


Shoe Saver builds store traffic and net 
profits, It’s @ fast moving, dollar item 
with the kind of profit margin you realize 
on most shoe findings. 





Display nationally advertised Shoe Saver on your counter and 
mention it to your customers, Shoe Saver will quickly pay for 
its space in extra profits. Order from your distributor now to 
get the most out of the big national advertising program 


behind Shoe Saver. 


Midland, Michigan 
Dow Corning Silicones Ltd., Toronto, Ontario 
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—by Bill Rossi, Field Editor 


What's A “Normal” Inventory? 


The Answer Is Usually Based On Quantity 
But The Quality Factor Counts For Plenty 


THE state of shoe business at any given time 
hinges on retail inventories. Heavy inventories 
create anxieties for retailers and manufacturers 
alike. They slow down the whole making-selling- 
buying process. Shoe business then sits it out until 
consumer buying levels off the inventories to nor- 
mal so that the industry wheels can start turning 
again. 

But now comes the eternal question: What’s a 
“normal” inventory ? The answer to that one comes 
in two parts: (1) it depends upon the store’s in- 
ventory policy; (2) it depends upon the man who’s 
appraising the inventory. 


Recently, a lull set in on retail shoe buying. The 
almost constant answer: loaded inventories. Now, 
when a store is loaded with shoes does that mean 
an excessive inventory? When there are holes in 
the shelves, does that suggest a below-normal in- 
ventory? When the stocks are neither heavy nor 
light, is that a sign of a “normal” inventory? Sum 
it all up: Is inventory to be measured in terms of 
quantity alone? The answer is a strong no. 

Take a store that has done a poor selective job 
in buying, or in seasonal merchandising, or in sizing 
up. It ends up its season with plenty of shoes on 
its shelves. But much of this inventory is in 
broken, hard-to-sell stock. Ask that retailer the 
status of his inventory and he’ll tell you it’s loaded. 
With heavy investment tied un in that stock, the 
thought of adding more inventory chills him. 

Now, another type of operation functions with a 
highly selective stock, smartly chosen for fast sea- 
sonal turnover with a minimum of hangover on 
broken-size lots. A quick look at the shelves by 
an outsider may leave the imvression of a sub- 
normal inventory. But it isn’t necessarily true. 
Most of what’s there is clean, salable stock, quite 
adequate for current needs, 


Frequently the state of retail inventories is 
largely a state of mind. Quantity and size alone is 
a deceptive measure, The giant Primo Carnera was 
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beaten by smaller men. The mammoth dinosaur 
became extinct while smaller creatures survived. 
David slew Goliath. Obviously, something more 
than quantity and size counts. The factors of qual- 
ity and practical adaptability are important. And 
this applies to retail shoe inventories. 
There are many shoe stores today where inven- 
tories are adequate in terms of quantity but are 
inadequate in terms of quality and sales workabil- 
ity. No matter what the numerical count of shoes 
in stock, the store can’t do a justifiable fitting job 
and a profitable selling job with a heavy stock of 
broken sizes. Nor can it do an effective merchan- 
dising job with a miscellany of broken style lots 
of a mixture of colors, patterns and heel heights. 
But there’s the realistic view of the store owner 
who uses his own book of economics, written in 
language more grim and tragic. With his capital 
tied up in a heavy stock of hard-to-fit, hard-to-sell 
shoes, his book says he’s inventory-loaded. Though 
he faces a new season and a real need for fresh 
stocks, there’s neither room nor warm reception 
to new buying on any substantial basis. 
He either tries to struggle through the new sea- 
son with a minimum of new shoes; or he abruptly 
cleans house, taking a loss. In the first instance 
he’s forced to buy new stock in small amounts. In 
the second instance he also buys in small amounts 
—still feeling the burn of his earlier errors and 
also having less cash for re-stock. 
This story is as old as shoe business itself. Yet, 
because it continues to occur with such frequency, 
the story remains as fresh as tomorrow, 
Much of the responsibility lies with the manu- 
facturer and the shoe traveler, It’s often difficult 
for the seller to take the initiative in calling a sell- 
ing halt so long as the uncertain or over-zealous 
buyer shows willingness to absorb more. 
Some manufacturers and travelers have definite 
“halt” policies on this. And it’s interesting to note 
that the inventories of their retailers are usually 
in better shape. When this policy is more uni- 
[TURN TO PAGE 82, PLEASE] 














You can see its quality and feel its luxury 


HINA 


Lawrence FINA is a quality leather with 
a wonderful feel of luxury. Its distinctive 
beauty speaks for itself. 

That's a big selling advantage for you. You 
sell more because you're able to sell a fine, 
mellow side leather that incorporates many 
of the selling advantages of higher priced 
leathers. 


Y J Able, 


Put yourself in your customer's shoes. 
What he wants is fine leather that wears as 
ood as it looks — that’s FINA by Lawrence. 
‘here’s satisfaction in it for your customer 
— and money in it for you! 

Also in the “Great American Family" of 
side leathers by Lawrence; the new superb 
KEENA and full grain UNEEKA, 


A. C. LAWRENCE LEATHER COMPANY, a otvision of swirt & company, linc) PEABODY, MAS®, 
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by ARTHUR A. LIVERS 


Former President, Frank Brothers, New York 


Should Be Done About It! 


Something Should Be Done to Help the Salesman Who Has to Get Many Cases 
of Sample Shoes from One City to Another. Mr. Livers Makes Some Suggestions. 


As a retailer it hardly behooves me to take up the 
cudgels for the brotherhood of traveling salesmen. So 
an explanation is in order. 

Being a retired (?) retailer I find plenty of time on 
my hands, and opportunities of visiting my old friends 
accumulated over a period of 37 years in the shoe 















business, On one of these days I visited the sales office 
of a traveling man of some importance, associated with 
one of the large manufacturers of high grade men’s 
shoes, He was just opening quite a few newly arrived 
cartons of new spring shoes and was lining them up 
for a trip to Washington, D. C, 

I helped him, and in the course of assorting them, 
was astonished to find at least twelve different com- 
binations, or colors, or leathers all on the same pattern, 

We kidded along about how the men’s styling was 
getting closer and closer to the ladies’ shoe business, 
Of course, we had answers all ready for each other. 

[TURN TO PAGE 77, PLEASE] 


Above; Mr. Livers with a projector-viewer op- 
erated as a wall projector, Some types available 
are small enough to be carried in the coat 
pocket, Left; A three dimensional battery op- 
erated viewer which gives a life-like presenta- 
tion of merchandise. 











Profit Days are here again... 





J. W. CARTER’S 30th KANGAROO and KIDSKIN SHOE SALE 


August only ... lower prices... longer dating 






NOW, CHECK THESE KANGAROO SHOE SALE PRICES: 


See aees 2 lk tl te Oe. 
wT soa ww oe Re" 
96 pairsor more. . . . «. 5.68 pr.” 


TERMS: net 90 days... all orders shipped in August, 1956. 


* 36 free ball-point pens for customer give-aways with orders 
of 60 pairs or more. Be sure to request when ordering. 


Sale lasts through August only. 


before you pay. 
or contact the factory. 


J. W. CARTER COMPANY 


P. ©, BOX No. 30 
NASHVILLE 1, 


rome Ae ARP RE 


ee 


Once a year, in spite of rising costs, we offer you 
a chance to get well on Kangaroo and Kidskin 
shoes for men...to feather your nest for future 
sales with lower prices and longer dating on the 
world’s most famous name in Kangaroo leather, 


J. W. Carter. 


Carter’s Kangaroo shoes for men are world famous 
because they combine handsome styling with 
durability and comfort... because it’s the toughest 
dress shoe leather money can buy, yet soft to the 
foot as kitten’s fur... because they take a brilliant 
scuff-resistant shine... because every pair 
is Goodyear welt construction. 


BETTER GRADE KIDSKIN SALE PRICES: 


36to 59 pairs . . «. ©. «| £45.48 pr. 
60to9S5 pairs . . « « «© £5.38 pr. 
96 pairsor more. . . . «. 5.28 pr. 


TERMS: net 90 days... all orders shipped in August, 1956. 


Another year will come and go 
before you have this chance again. 


Stock up today .. . sell 


See the Carter Man in your neck of the woods 


TENNESSEE 
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Notes on Important Developments in the Fields of Footwear, Fashions, Colors, Materials 











GRACEFUL, elongated lines are the distinguishing mark 
of the Delman collection for the coming fall and winter. 
The creations of Josephi of Delman in New York and 
Roger Vivier of Delman-Dior in Paris, they combine drama 
with great refinement. 

Beautiful pumps form the major part of the collection; 
pumps for everything from evening to country wear. Tex- 
tured leathers are extensively used in the town and country 
group. They are offered in a grayed brown shade, Faun, 
which is Delman’s new taupe; in pewter gray, smoky green, 
deep winey red and the camel to caramel tones. For a new 
material with the plushy look and feeling, hatter’s felt is 
used, in bright colors and velvety black. 

Reflecting the early decades of this century there is the 
Alexandra Boot, a high-heeled oxford. The Gaiter Boot is 
another dramatic modern interpretation, custom made in 
very lightweight calfskin or restrained, elegant brocades. 
High and close-fitting at the back it slopes in a long V-line 
to the throat line. It has been designed to wear with the 
slim silhouette of the new softly draped dresses, the high 
toques and the long, slim lines of the new purses. 

Further emphasizing the long slender look is the new 
Venetian last, ultra-pointed and aristocratic. The new 
magnesium heel, “the thinnest heel ever attempted in shoe- 
making” further carries out this look of distinction and 
attenuation. Made of “the strongest metal known” it is 
manufactured for Delman in a factory for airplane parts 
and designed with a knowledge of the balance and stress 
principle of shoe construction, widening toward the top to 
support the heel. 


Interesting Detailing in Imported Styles 






Left to right: Black patent contrast on beige kid 
suede gives pretty rounded line to pump by Coglio- 
tore of Milan; Suede collar, diminishin toward heel, 
graceful touch on broadtail pump by Rosina Ferra- 
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In Fashion's Forefront 


As for the detailing of the new Delman collection, the 
delicate lady look of pleated satin and suede ornaments, 
the bands and bows of satin, the diamante buckles, the 
jeweling on vamps and heels, give the final touch to this 
beautiful and distinguished collection for the coming fall 


and winter. 
* * * 


THE Fair Lady influence—or the Lovely Lady as she was 
described at the recent Accessory and Millinery luncheon 
of the Fashion Group—is having a widespread influence 
on all women’s fashions. 

In shoes, the Delman collection is just an example of 
the thinking of women’s high style manufacturers. A large 
group of them represented at this lunch showed the same 
trend toward an elegant, lady-like look. In handbags, too, 
there were the same slim lines and the emphasis on beauti- 
fu) textures. 

However, the hats were the most dramatic part of the 
showing. Here, too, materials received strong emphasis 
with furs and feathers specially featured. Fur hats and 
huge matching fur muffs were shown contrasted with an 
entirely different fur in the coat. Here is a coordination 
idea which could mean matching the shoe color to either 
one of the furs; in the coat or in the hat. 

Ostrich feathers were the feature of some of the most 
flattering hats and their lightness and airiness demand an 
equally delicate touch in the rest of the costume, including 
the shoes. 

Turbans were given a special part in the showing. The 

[TURN TO PAGE 80, PLEASE] 


gamo Schiavone; Black kid double strap with red 
underlay‘and vamp panel, medium heel, T, Petrocchi 
of Rome; Flat in red suede with white touches by 
Sistina of Rome. Courtesy Kid Leather Guild. 


59 

















the MAGIC 
of 
merchandising 


Spring 
and Summer 1957 
LEATHER SHOW 
AUGUST 
21-22 
WALDORF-ASTORIA 





TANNERS' COUNCIL OF AMERICA 
411 Fifth Ave., New York 16, N. Y. 
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Care In Planning Builds 


Hifective Advertising . . . 





Aggressive Selling, a Coordinated Merchandising and Sales Promotion 
Program and a Strong Point of Purchase Display Package Alert Dealers 
to Potentials of Wellco’s National Advertising Campaign. 


One of the biggest temptations for shoe executives 
who come in contact with the advertising function, is 
to either overestimate or underestimate it. The execu- 
tive who sees advertising as a reducer of dividends to 
the stockholders, may very well feel that it performs 
no useful purpose and can be eliminated without harm 
to the company. The young assistant advertising mana- 
ger or junior account executive, fresh out of college, 
may feel that advertising should carry almost the entire 
selling load; all that is needed is a clever consumer 
campaign and the product will mysteriously find its 
way into the households of the country. The advertising 
sophisticate shuns both of these extremes. While he 
recognizes that advertising helps to create markets and 
customers and profits for a business, he also knows that 
advertising is only one of many selling tools. Equally 
necessary to a well-rounded selling program are sales 
promotion, merchandising, point-of-purchase material 
and aggressive selling, both by the shoe traveler and at 
the footstool. 

How all these elements were used effectively, is illus- 
trated by the current program of Wellco Shoe Corpora- 
tion of Waynesville, North Carolina, In the summer of 
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1955, Wellco decided to go into a consumer advertising 
campaign for Wellco Foamtread slippers in Life Maga- 
zine, to start in the fall of 1956. From the outset, 
Wellco’s advertising director and its advertising agency 
Even though 
the peak selling period for Wellco Foamtreads may 
vary slightly throughout the country, the daily turn- 


took into consideration certain factors. 


over of these slippers constitutes a healthy, continuing 
volume for retailers throughout the entire year. But 
most retailers place the bulk of their initial annual 
orders during the first four months of the year, and 
Wellco wanted to stress to the retailers the importance 
of “covering” themselves in depth on sizes and styles 
earlier than usual, so that each retailer could cash in 
on the tremendous impact of the campaign to appear 
in the fall. This impact could be channeled locally by 
tie-in local ads and point-of-sale display material ap- 
pearing in retailers’ windows in advance of the con- 
sumer ads, 

With this in mind, Leo Leslie, Wellco’s Ad Director, 
and Boris Bierstein, Account Executive with The Rock- 
more Company, Wellco’s ad agency, decided to kick off 
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THEATRICALS 
by Berned have 
won the acclaim 
of professionals, 
teachers and 
student dancers. Crafted 
with painstaking care to 
specifications laid down by ballet 
masters, they offer the functional 
design and flawless fit so vital to this 
exacting art. This line covers all your 
dance footwear and accessory needs on 
a rapid in-stock basis at no extra cost. 
Write today. Make your store headquarters 
for this wanted line in your town. 


COMPLETE LINE OF ACCESSORIES N 
) 


BERNED SHOE CO. 
207 ESSEX ST., BOSTON 11, MASS. 
Manufacturers * Distributors 


BALLET SLIPPER — 
Fine leather, fully lined pleated 
toe. Gore over instep. Half sizes 7 
small through 10 large. B, C, and 
D widths. Black or white. $1.90 
Men's 6 to 12 D and E., 2.90 


THEO TIE 
Dressy 14/8 Cuban heel shoe. 
Sizes 3/2 to 9 M and WN widths. 
Over-toe taps included. Black or 
te $3.40 


STREET BALLETS 
All-occasion leather ballets for street 
and — , Hand-lasted. oam crepe 
Sizes 4 to 10 AA and 4 to 108. . $1.90 8 small to 9 lar 
Colors: Fawn, Black 








TAP TIE 
All-over genuine black patent or 
white leather on our original 


TOE SHOE 
Pink, black or white satin with 
suede leather tip. Genuine hand 
turned. & small to9 large. $3.75 


TAP OXFORD 
All-over genuine black patent 
leather for youngsters, boys and 


DRETTE BOOTS 
Children’s * Missses’ * Grow- 
ing Girls’ 
Sizes 8/2 to ¥ 


SPRING-KNIT 


LEOTARDS 


First choice of students and 
provesmenans. Spring-knit of 
ine durene yarns, they 
“give” with every body 
movement. Talon factene’, 
Elastic in legs. Highly ab- 
sorbent, Black and colors, 


Sh, SI, Child's 2-14.,.$2.25 
Sh: SI. Adult's 10-20. .$2.56 
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BARGAIN HUNTING FEATURES 
ST. LOUIS TRADE 


JULY demand in St. Louis has been 
for any shoe as long as it was on 
sale. In downtown department stores 
and suburban family type outlets, 
customers were reported to be deter- 
mindedly seeking out bargains, shop- 
ping and re-shopping the many clear- 
ance sales that have been held. Mark- 
downs have been consistently high, 
particularly on casuals and lower 
price groups. With the inventory 
battle now won, dealers rate the 
clearances successful. 

Traffic has been heavy, with one 
suburban department store reporting 
that its force of approximately 20 
sales people had difficulty handling 
the women who jammed the shoe de- 
partment in response to an adver- 
tised clearance. Suburban stores of 
the metropolitan area held off mark- 
downs longer than downtown depart- 
ment stores, capitalizing on the fact 
that hot days decreased customer de- 
sire to go all the way into the city. 

Local current demand trends are 
so various that they offer no pattern. 
In men’s footwear, styles for relaxing 
take prominence. Sales indicate that 
St. Louis men prefer nylon mesh in- 
serts over perforated types as best 
defense against intensely hot St. Louis 
pavements, Leather-matching mesh 
takes preference over white mesh, 
with some men openly complaining of 
the difficulty of cleaning the white. 
Men’s footwear has cleared less well 
than women’s and children’s. 

Small fry business is at present 
typically quiet preceding the August 
“storm.” Replacements of rubber 
soled play shoes continue, of course, 
this time at reduced prices. 

As casuals are being pulled out of 
suburban store windows, fall patterns 
are replacing them. Downtown de- 
partment store windows now feature 
fall shoes accompanying transitional 
fashions for women, with one major 
department store devoting three full 
windows to rich brown tones to 
“darken the summer scene, go on into 
fall.” Active promotion is scheduled 
for most stores about August 15 on 
both children’s and women’s foot- 
wear, with college promotions 10 days 
earlier. 

Inside the department stores, fall 
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styles for women’s shoes have been 
displayed here and there as transi- 
tional merchandise. One store gives 
blond satin heavy play. Stix, Baer & 
Fuller downtown is currently using a 
prominent aisle display case to ex- 
hibit elegant salon pumps with 
changeabout heels. Pumps in both 
black and red suede are flanked by a 
line-up of separate heel choices. De- 
tails of heel construction and _at- 
tachment are clearly visible. Because 
potential purchasers can so quickly 
evaluate the ease and durability of 
the changeabout system, this display 
rates high in educational as well as 
promotional value. The shoes are 















One of summer's delights... 
to hove gay, young 
Shell Pumps A your fevorite 
olor! Pick an exciting 
“ready-made” shade in Kid or 
Coll. Or, let us evstom dye 
that special color you wish, 
In Shantung, without charge. 
Wonderful STRATFORD Valve! 





mA HEN 


33 West Lexington 
mm en vasawe conte taaateae 
Hahn, Baltimore, picks a colorful way 
of presenting a pump in colored 
leather or dyable shantung. 








packaged with three sets of heels, 
plain suede, all over black beaded, 
and black suede with rhinestones. Ad- 
ditional heels are available in glazed 
silver kid with rhinestones and black 
patent with white confetti dots. A 
similar display appears at Stix subur- 
ban Westroads store. 
* * * 
EARLY FALL PROMOTIONS 
IN CHICAGO PICTURE 


CLEARANCE sales dominated the 
Chicago retail shoe picture through- 
out most of July. However, early fall 
fashion promotions and back-to-school 
merchandise presentations have also 
been an important factor. Practically 
all retailers had an excellent June, 
with activity in all types of shoes. 
Several major outlets reported June 
one of the best months on record for 
several years. Six successive weeks 
of active business cleared stocks to 
a minimum so that many are ending 
up the season with practically no 
carryover. A number of stores were 
low on whites and even on some pas- 
tels. In many cases, a good share of 
clearance merchandise was in late 
spring goods which piled up during 
a stagnant April. Forecasts that this 
would be the biggest casual season 
in history came true for a good many 
stores. Straws made up for defi- 
ciencies in 1955 selling, flats were al- 
most unanimously described as “ter- 
rific’ in demand, and backless and 
sandalized types ran low in some size 
ranges. 

Dark shoes and early fall dressy 
types were promoted early, chiefly by 
the department stores and major 
downtown fashion stores. Good, al- 
though not volume response was re- 
ported for these promotions. There 
were good results on light weight 
suede sandals in black, blue, and also 
in a number of brown presentations. 
Black and red scored as did two tones 
in browns and beiges. Carson Pirie 
Scott & Co, early in June presented 
a window and other special displays 
of transition shoes, early fall daytime 
into evening dark styles for June and 
July selling. These included broad- 
tail and suede combinations as well 
aa silks and failles and sandal types 
to be worn through September. Early 
trends indicate continued dominance 
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= Finet 6 AMERICA’S FASTEST SELLING LIGHTWEIGHT RUBBER FOOTWEAR 





So-Lo's 
better than plastics! 


better than ordinary rubber! 
because they... 


S~7_p-e-1-C-H 


These are the boots millions of women have 
been waiting for! Made of finest pure 
latex rubber, so s-t-r-e-t-c-h-y they mould 
themselves gently to the foot, look beauti- 
ful, FEEL wonderful. And so easy to put on! 


IMAGINE! 


To Retail At Only 


$*)00 


PAIR 
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ORDER SAMPLE NOW FREE 


ee Ld de | 













1 So-Lo MARX RUBBER Company, Loveland, 8B, Ohio H 
t 
| } I'd like to see RAIN So-Lo's. Mall sample (no charge) to fit 4 
4 7 eam 4 ladies shoe size.......... oe : 
: 1 am the buyer for: : 
WIDE-OPEN TOP Bere oennennene mae en 
0 ABBR dr cccesvedscceres> sabes abi Seaiccoks sues 1 
Smooth on— Smooth off File Gab Biabe oescsseps nares OIE PS TI 1 
2 styles— for medium and high heels + 
Iles $721 Universatetor ‘all heel ‘heights g Dent. Neme ond No, ......... : 
Be the first to sell RAIN $O-LO'S : Whot Floor? ........csseeee ; ' 
Don's walt for o salesman to, call Ses ' VOUP DGUNS DIGGES fic ccicercccvcnccccnceennrceverveatevereevescedoncus ; 
ee SS ee. sstii toned ates Please send catal on complete line for Men, Women and ! 
have them yet! Clotes) : Children: include Hip Boots and Waders. : 








| 
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of pump patterns, although sandal 
types will also be favorites. 

Back-to-school promotions were 
staged earlier than usual by some 
stores. However, in most instances 
they will be a major factor through 
most of August. Forecasts indicate 
moccasin and all softy types suitable 
for wear with Bermuda shorts will 
have a definite edge over the tradi- 
tional saddle shoes. 

a: ee 


NEW YORK SLOW 
IN SHOE RETAILING 


SHOE retailing in New York has 
been rather static these past several 
weeks. There have been good selling 
days and poor ones and it all adds 
up to the same kind of retail picture 
that generally prevails at this time of 
the year—nothing very exciting, just 
a day to day effort on the part of mer- 
chants and their clerks to keep the 
merchandise moving and to make the 
consumer shoe-conscious. 

The prospect immediately ahead is 
for more of the same, since August is 
traditionally a slow month at retail. 
Store promotions seem to be lagging 
or marking time and even the news- 
papers reflect this ennui, for shoe ads 
are rather sparse. For the most part, 
shoe selling is concentrated during the 
week days. Most customers who do 
not live in the city proper, hardly 
bother to come into town on Satur- 
days. The chain stores and some of 
the men’s shoe stores, however, seem 
to have the only real activity over the 
week-ends. 

Weather is usually the important 


factor in the selling picture and we 
had occasion to get an interesting 
sidelight from a merchant who has 
a family shoe store in the nearby 
Rockaway area. He reported that con- 
trary to general weather reaction, he 
welcomes rainy days because they 
mean good business for his store. It 
is probably also true of most resort 
spots. Summer vacationers get rest- 
less when the weather is rainy or cool 
and they can’t go swimming. The next 
best thing is a shopping spree. As a 
result, this merchant goes through the 
entire season without sale-ing any of 
his merchandise and at the end, his 
sales figures add up to very satisfac- 
tory totals. 

Retailers of men’s shoes report that 
business has been satisfactory. Sales 
have helped get inventories into good 
shape; then, too, customers were in- 
terested in the lighter weight types 
and were buying them. 

In most cases, retailers do not ex- 
pect any drastic change in this sell- 
ing pattern for the next two weeks or 
so but they will use the time to good 
advantage to concentrate on their 
first dramatic fall promotions. 

* + 

CAUTION EVIDENT AMONG 

LOS ANGELES RETAILERS 


THE retailing picture seems to have 
changed somewhat in recent weeks. 
There seems to be a growing air of 
caution. It may perhaps be a com- 
bination of over-stocking, fear of cus- 
tomer resistance to higher prices, and 
an awareness that changes may be in 
prospect in the next few months. 
This is not to say that retailing is 
in a slump. Far from it. Selling is 








the shoe with the changeable heel...Invented by André Perugia, our own international 
bottier, and presented by the editors of Harper's Bazaar and Life Magazine! Fabulous 
new idea, flawless execution; our slender pump with a wardrobe of three slender heels. 


Slide in a héel—it locks immovable in ‘place. Slip it out—you're ready for a change, 
Imagine: black suede pump with matching heel, rhinestoned heel, and a black beaded heel, 
50.00, Red suede pump with matching heel, rhinestoned heel, and a black-and-white 
polkadotted heel, 50.00. Black alligator with matching heel, red patent heel, and a rhinestoned 
heel, 10000, Who could ask more of inspired shoernaking ... even I. Miller's? Exclusive, 


ROE RSS SEE EE ELAR O AERC ARLE ETERNAL 
‘ 


No question about it, this is a year for heels. Now we have three heels 
for one shoe—an idea some one should have thought of a long time ago. 
1. Miller, New York. 
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booming along and the stores are full. 
It does seem, however, that the bulk 
of the wrap-ups are done by the 
stores doing the sharper job of pro- 
motion; the wide-awake merchandis- 
ers who make effective use of the 
three-pronged trident of publicity, 
promotion, and advertising. The re- 
tailers who believe that nothing need 
be done besides presenting good mer- 
chandise at a fair price are the ones 
who find it harder going. 

The difference between the selling 
merchants and the few who are cry- 
ing “overstocked” and “sales resis- 
tance” could perhaps be summed up 
in the lead-line of a brochure put out 
by the Los Angeles Times, local daily 
which carries heavy ads from the 
clothing field. The tag reads “Some 
retailers plan a summer slump—Y ou 
can plan a business jump” and goes 
on to point out that the time to adver- 
tise is when you need business, not 
during rush times when you don’t. 
Seems like the retailers who heed the 
advice are the ones doing business. 

Stylewise, patrons are going heavy 
for the summer casuals and _ pool 
shoes. In the men’s field, lightweights 
have taken over completely and _ it’s 
hard to sell any other kind. Textured 
leathers are very strong, but the trend 
seems to be toward the more subtle 
texturing; llama, shark, pebbled and 
pressed surfaces. Scotch grains can’t 
be given away. But the subtle tex- 
tures, particularly when used in com- 
binations with fabric such as Stone- 
Tarlow’s shantung vamp inlay, are 
very, very big. 

Children’s shoes show even more 
similarity to their parents than usual. 
In the boy’s field, most of the big 
goers are simply smaller sizes of 
men’s shoes. The boy from 10 on up 
demands single or three eyelet Italian 
mid-heights and in most cases it takes 
a professional eye to tell the differ- 
ence between his shoes and_ his 
father’s, 

Young misses are making a big 
thing of the swivel strap pump. It can 
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Shoemaking Facts 
about “Celastic”’ 
Soft Box Material 
@ Speeds shoe production be- 
cause it readily accepts 
steam for excellent worka- 
bility at toe lasting. 
e none -— resilience — 
. “snaps back’”’ every time. 
Soft Box Material © Used with latex. 
@ A material for every shoe 


Adds the Feeling of Casual Comfort oan Sa 


This newest of “‘Celastic”’ materials produces the firm, yet yielding, eee ee & have Ser 
toe which more and more women look for . . . and buy. Because it’s 

durable, toes will always look their best when made with soft-box 

“Celastic’”’. Shoe manufacturers: for a demonstration or samples of 

this material call your United branch office. 


"Cotostic is @ registered trodemart of the Colestic Core. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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be worn either across the arch or 
around the back of the heel. Skim- 
mers and flatties are demanded which 
retain the ballet shoe line, the big 
fad of a few years ago. The ex- 
tremely low-cut flatties now appearing 
have a subtle tie-in with the “barefoot 
look” she sees in her mother’s new 
footwear. 

As for the ladies, when you can get 
them out of thong sandals and raffias, 
they put on vinyl sling pumps or open- 
throat pumps. The mid-height, slim 
taper heel is getting the attention it 
was prophesied it would receive. So 
also is a less tapered version of the 
mid-height. Some people are unkind 
enough to say it looks clubby, but 
they’re buying it anyway. 

* * * 
FALL STYLES SHOWN 
EARLY IN BOSTON 


Wirt successful clearance sales 
ended by the third week in July, sev- 
eral Boston shoe stores edged into fall 
by displaying some of their newer and 


darker shoes a full week or more 


before the traditional August 1 open- 
ing. While conservative optimism 
dominates their thinking, they are 
heginning to believe that spotty con- 
ditions will prevail during August 
and September as they have since the 
early spring openings. 

They find themselves faced with 
what many are convinced is a change 
in women’s buying habits, a tendency 
to visit the city less frequently and 
to buy more when they finally get 
into the shopping district. While the 


effect of this change has been to pro- 
duce partial sales vacuums on some 
days, therethas been the compensating 
factor of multiple pair sales on others. 
Retailers point out that if this condi- 
tion continues, as they expect it will, 
someone is going to have to think up 
a more reliable indicator of progress 
than day to day comparisons with last 
year. 

At the Bonwit Teller store, 234 
Berkeley Street, in the Back Bay 
shopping section, no clearance sale 
was held. Despite this there was a 
steady demand for dress shoes in 
white, pastel colors and even black 
patent. Flats and shoes with little 
heels dominated the picture in the 
casual field and backless styles in 
satin with jeweled heels sold for 
evening wear. Sales for the first two 
weeks in July were approximately 10 
per cent ahead of last year. This store 
planned to show back to school shoes 
early in Aueust and fashion shoes 
some time between August 15 and 
August 25. 

Another Back Bay store, Kays-New- 
port at 424 Boylston Street, put sev- 
eral of its fall styles on display dur- 
ing the third week of July. These in- 
cluded brown alligator styles and a 
new pump in black, brown, blue and 
red. These leathers included suede 
and smooth. Blacks were reported 
to be the best of the early selling col- 
ors. Here, a 25 per cent increase in 
June was followed by a 70 per cent 
increase in early July, contributed to 
by an unusual promotion of rubber- 
soled canvas sneakers in the color 
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Palter DeLiso alligators 


regaed sightseers |. . clogant companions 




















wherever you wander, whatever the season 
++: ied they look se right with everything In your salteace! 


1 Pew Nepal hee a bees wgetas om ngaleter OOOO, 
1 eck a brown aigater sing SOOO 
1, frown, Wiech or ty 9 the dime Mant, OVO 
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Rugged and elegant, alligators are both right and practical for traveling. 
Palter DeLiso enhances the elegance in springolators, slings, operas and 
halters, as advertised by Levy's, Memphis. 
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variously known as Chino and Sun- 
tan, sold mostly to teenagers for wear 
with shorts. Other colors were also 
stocked in this shoe but Chino out- 
sold the rest. Contributing to this 
spectacular gain, also, was the tour- 
ist trade, mostly from Canada. 


* x ” 


CASUALS “TERRIFIC™ 
IN MIAMI 


SHOE advertising in the Miami area 
has fallen off considerably during the 
past month. It is too early for fall 
promotions, too late for graduation 
and wedding suggestions, and for the 
“home folks” as well as the crowds of 
visitors who are arriving daily, the 
demand seems to be for something 
colorful and easy-to-wear in the 
casual lines. During the winter season 
visitors look for the new or novelty 
footwear, but now in the hot summer 
the cry is “give me something com- 
fortable.” And the wonderful lines of 
smart, snappy casual shoes that are 
being offered just fit the bill. Miami 
is unlike some other places where 
these summer casuals have only a 
comparatively short time to be worn. 
Here they are a year-round number. 
And so right now dealers are using 
the word “terrific” to describe the de- 
mand for casuals, 

Nylon lace continues to be in high 
standing, and Jordan Marsh suggests 
that they can put fashion on a com- 
fort level in a lacy nylon. Burdines 
suggests a black shan-straw as ideal 
for travel or to complement any cos- 
tume. Cowen’s nailhead mesh _ is 
another summer offering that has had 
a good acceptance. 

White continues to be good, but 
there is a steady demand for the soft 
pastel shades in dress shoes. No one 
color seems to be leading at the 
moment; pink, blue, yellow, lavender 
—all are moving. 

Marbleized vinyl, delicate, sheer 
yet colorful, has been good at the 
Shelby stores. Matching bags, of 
course, are available. 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 





Los Angeles 


MANUFACTURERS and jobbers alike report some very 
unusual trends in buying. This time of year normally is 
devoted to re-orders of summer lines, and delivery on fall 
items is dated for early in that season. This year, however, 
many report that retailers are asking for earlier delivery 
than ever before on the fall stuff and what would normally 
be re-orders on summer items are calls for the autumn 
fashions. 

This ties in with the reported caution on the part of 
retailers and the trend toward smaller, sometimes 
“sampling” purchases. This seeming paradox may be ex- 
plained by the fact that summer buying got under way 
late. Instead of ordering fill-ins for missing sizes in hot 
weather fashions, some smart retailers are previewing their 
fall sales picture by showing those items now. They seem 
to feel that although they may miss a few sales by not 
having what she asks for in hot-weather styles, that’s bet- 
ter than having to eat a full line in September. There is 
also the fact that many of the requests for summer shoes 
can be salvaged by sharp shoe dogs who switch-sell her an 
autumn item, The approach of “would you like to see what 
they'll all be wearing in a couple of months?” carries a 
strong curiosity appeal. 

Further support for this theory of increasing retailer 
caution is supplied by the booming business being exper- 
ienced by in-stock houses. They serve the purpose of pro- 
viding a close buying tie-in between late fashion and still 
maintaining a low inventory, 


New York 


SHOE manufacturing started up in earnest in New York 
shoe factories on July 16th, immediately following the va- 
cation period; and prospects are good for a busy season 
ahead. There were, in most instances, enough orders on 
hand to get production under way and day by day these 
were being augmented by orders from retailers who spe- 
cified “SAP” deliveries—‘soon as possible.” In many 
cases, seasonal orders from retailers had been light and 
now they were moving delivery dates up because they were 
anxious to get the shoes into their stores, put them on dis- 
play and get consumer reaction to the new styles and colors 
so that they can follow up with early reorders. 

In general, manufacturers are looking forward to a good 
season. Specifically, one manufacturer who had decided to 
spend his vacation visiting accounts from here to California, 
reported that he had gotten very good reaction and re- 
sponse to his line and had written some very good business. 
He also indicated that pumps were still the favorites but 
that closed shank slings were gaining in importance, while 
halter types seemed to be declining. This manufacturer 
contends that next season his line will consist of about 
fifty per cent closed shank sling types. 

Another manufacturer of high grade women’s shoes re- 
ported that business was good and indicated that there are 
always one or two special items that lend themselves to 
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retail store promotion. Buyers are always looking for 
something fresh and, in this specific case, deliveries of the 
items had started way back in May, and instead of petering 
out, interest has continued strong and steady and the shoes 
are selling better than ever. 

As to color, practically every one of the manufacturers 
mentioned black as number one. They cannot, at this time, 
be as specific about any of the other colors since they 
must wait for consumer reaction as transmitted to the re- 
tailer, and in turn reflected in his orders, before they can 
elaborate on the color picture. 

Many of the manufacturers are beginning to get their 
cruise lines into shape. Very often they will take the 
successful fall numbers, vary the pattern, silhouette, detail 
and trim somewhat, then translate them into the colors that 
have been adopted for next spring and summer, and they 
come up with the basic line for cruise and holiday-in-the- 
sun wear. 

It is too early to estimate the real possibilities of the sea- 
son just ahead but manufacturers are of the opinion that, 
based on present trends, it should be good and profitable. 


St. Louis 


Sr. LOUIS shoe manufacturers are at present on a healthy, 
steady production basis. Of the many firms questioned, 
almost all report that their factories are working at capac- 
ity. Some have been working at capacity for over two 
months. Few fall slightly short of capacity rating. 

Although several firms have had to resort to overtime in 
scattered departments to get shipments out on schedule, 
little confusion has resulted and no bogging down is re- 
ported. In an isolated case, one producer of casuals for 
lower price groups has been forced to go into what a 
spokesman calls “economically murderous overtime.” Try- 
ing to get large volume orders out on specified delivery 
dates may build up dissatisfaction among overworked fac- 
tory people, he feels. In spite of an all-out struggle, deliv- 
eries may be late. 

This theme, “We're doing a nice business,” keynotes 
manufacturers’ present outlook. Retailers have taken staple 
pairs in substantial volume, and have also availed them- 
selves of the wealth of newsy fall footwear patterns offered 
by the manufacturers. General optimism prevails. 

In women’s shoes, black suede is again the leading seller, 
with black calf second although at least one manufacturer 
places black calf first. In the range of browns, town brown 
suede and calf are contending for volume honors with 
walnut and some of the yellowed tones. Perfect brown is 
being stocked heavily by one firm. 

Despite high early hopes for featured-for-fall colors, 
orders to date reveal conclusively that standard black and 
browns predominate. One manufacturer of women’s foot- 
wear strongly believes that sales representatives of shoe 
companies can talk gray and taupe and green and red and 
all manner of special colors, but that when the retailer 
actually gets down to cases, he buys depth in brown and 
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facturers and retailers in every field 
give voice to it. The touchstone, how- 
ever, is what is done about it. 

In the dynamic area of moving goods 
from the factory through retail stores 
to consumers what the manufacturer 
does to assist the retailer to achieve 
greater sales is often as vital to the 
merchant as the character and quality 
of the manufacturer’s product itself. 
As a competitive tool, it can prove as 
effective to the manufacturer seeking 
to expand distribution and to increase 
his sales within stores as anything he 
can do to improve his product or his 
service. The food industry’s aggressive 
merchandising and promotional tactics 
offer good illustration of this, to cite 
only one field in which as much recog- 
nition is given to the need for develop- 
ing an activated sales strategy as to 
producing salable products. 

The next and final article in this se- 
ries will summarize the major findings 
of the survey of shoe travelers, and 
offer guide lines for action indicated by 
these findings. 


Recapitulation of figures used in 
Part IV: 


Question No. 11: How does your line 
compare with your 
competitors’? 
Better—67% 

Not as good as most 
—1% 

Not as good as some 
—6% 

Equal—26% 


Answer: 


Question No. 


‘ 


Do you make sug- 
gestions to the fac- 
tory about the line? 


Answer: Frequently —67% 
Occasionally —33% 
Never—0% 

Question No. 13: Does the factory ac- 
knowledge them? 

Answer: Always—49% 
Sometimes—47% 
Never—4% 

Question No. 14: Are your sugges- 
tions ever adopted? 

Answer: Frequently—37% 


Occasionally—59% 

Never—4% 
Question No. Do you get credit 
for them when they 
are? 
Always—35% 
Sometimes—42% 
Never—23% 


Answer: 


Question No. 16: Does the factory en- 
courage you to make 
suggestions about 


improving the line? 











Answer: Yes—70% 
No—14% 


Sometimes—16% 


Question No. 17: Does the factory en- 
courage you to make 
sugestions on how 
to help retailers sell 
more of your shoes? 
Yes—73% 

No—16% 
Sometimes—11% 


Answer: 


Question No. 18: Do you think your 
factory does enough 
—by way of creat- 
ing selling ideas, ad- 
vertising material, 
displays, etc.—to 
help retailers do a 
better job? 
Yes—45% 

No—55% 


Answer: 





Branded Lines No 
Substitute for Selling 
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store. The term “name brands” as used 
today usually identifies those products 
where the manufacturer has taken over 
a good share of the selling function in 
going direct to the consumer through 
mass media. 

There is no need to go back to the 
days of private labels, the additional 
cost in both time and money would too 
seriously hamper the in-stock service 
which is now so necessary to most re- 
tailers. National and local advertising 
could and should do a much better job 
of selling the public on the important 
service which a retailer performs in 
selling shoes. There is nothing wrong 
with the manufacturer identifying his 
shoes in the advertising which he runs 
nationally or prepares for retail use, 
but let’s see the slant of the copy di- 
rected towards helping the retailer 
build a reputation rather than laying 
the groundwork to eliminate him. 

Manufacturers who have managed to 
promote their brand names to a point 
of dangerous importance, haven’t ac- 
complished this thing alone, they’ve 
had a lot of help .. . from retailers. 
How many times have you heard a 
salesman (7?) on the fitting stool say: 
“It’s a good shoe, made by Whoosit 
. . . fits you well too.” Isn’t that a 
dynamic sales talk? Here’s another 
clincher: “This is the shoe you saw 
advertised in Life, or Esquire, ete., 
etc.” Fine, they’re both good maga- 
zines but the customer would vrobably 
be much more impressed if the sales- 
man told her something about the shoe 
rather than what magazines he read. 

Retailers who continue to use the 
national advertising of manufacturers 
as a substitute for selling, or name 
brands as a substitute for their own 
reputation, had better step back and 


se SON AI NN et RR mo 


take a good impersonal look at their 
business to see who actually controls 
it. Better check those prepared ads 
you’ve been running and figure out 
who is cooperating with who to build 
what. If you aren’t building your rep- 
utation along with that of the shoes 
you sell, it might be a good idea to 
change your promotional efforts. 

Like all powerful forces, “brand 
names” can be mighty dangerous for 
the retailer . . . seems to me they were 
safer when people called them trade- 
marks, 


The Importance of 
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he otherwise couldn’t afford. 

Another vitally important advantage 
of the nationally-known brand results 
from the American  public’s  ever- 
growing tendency to move from one 
neighborhood to another, from one 
town to another. Every year one out 
of every five families moves to a new 
location. Twenty per cent of the peo- 
ple of America in any given year are 
settling down in new and different sur- 
roundings, establishing new buying 
habits, shopping in new stores. And 
most of these people are drawn as if 
by magnets to the familiar brand 
names they have come to know and 
like through past association. The re- 
tail stores in their new neighborhood 
or town are often unfamiliar to these 
people (although the stores may have 
excellent reputations among the es- 
tablished residents). In such circum- 
stances the retailers that carry na- 
tionally known brands are the stores 
most likely to attract the new resi- 
dents and make them regular cus- 
tomers. : 

The advantage to consumers of a 
good brand name was summed up well 
in a recent advertisement for the 
Brand Names Foundation: “. . . when 
a manufacturer develops a product he 
thinks you’ll like, he puts his name on 
it—big and clear and proud. You try 
it, and if it doesn’t suit you, you know 
what not to get the next time. And if 
it does please you, you can buy it again 
with the certainty that it will be just 
as good ... because the manufacturer 
can’t afford to let his brand name 
down. Brand names give you the won- 
derful power of taking it or leaving 
it alone. And that power—a force as 
mighty as your right to vote—is what 
keeps manufacturers vying with each 
other for your favor ... making their 
products better and better . . . offer- 
ing you more and more for your 
money.” 

It’s my conclusion that a shoe retail- 
er makes his job much, much easier 
when he chooses a branded line to 
sell! 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC 






that WE ARE STARTING 
THIS SEASON WITH 4 TIMES 
>) =e THE ORDERS OF ANY 
=n PREVIOUS SEASON! 


@ #909 FASHION FIT 
Jue Dears « 
Best for HIGH heels (lefts and rights) 
SUPER TREAD & one of the 3 distinctive 


models of New Rain Dears 





see the following 2 pages for further details 
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iwe yous: 


1. Smooth ankle and foot 
hugging fit 


2. A truly clear plastic rainboot 


3. A proven safe, rugged, 
long-wearing tread 


ALL <3 MODELS 
come in all these SIZES 


SMALL (size 5) LARGE (size 8) 
MEDIUM (size 6) EXTRA LARGE 
med.-LARGE (size 7) (size 9) 

Sizes 4 and 10 also available 
CLEAR AND SMOKE 


ALL HAVE ADJUSTABLE PLASTIC FASTENER 


é SUPER TREAD 





#808 FORM FIT AaeceLiaeee , 


Best for MEDIUM height heels (lefts and rights) 





@ #707 UNIVERSAL FIT 
Jun Dene” 
Best for LOW heels down 
to flat (lefts and rights) 


9 ee Ok © PT ren 
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MOTION PICTURE AND MOVIE-STAR TIE-UPS! 






















Lucky’s advertising and promotional campaign 
for this season will be GIGANTIC! Never in the 
history of the plastic rainboot industry 

has there been a campaign so far reaching: 


MORE THAN 30 BIG ADS IN THE TOP MAGAZINES! 
RADIO AND TELEVISION TIE-UPS WITH CELEBRITIES! 


And all the help in the world right at the point of Sale: 





DISPLAY STAND 
in brass finish, black wrought iron or chrome smart, 
compact, productive! Complete with 3 display boots 


PLASTIC FOOT FORM 
smart design, beautifully finished — flesh tone with 
colored shoe and complete with display boot 


CARDBOARD FOOT FORMS 


colorful, full of sell— 
WINDOW BANNERS 
GLOSSY PHOTOS 





AD MATS 
ENVELOPE STUFFERS 


@ @ LOS ANGELES CHICAGO NEW YORK 














ie haw 


offers quality men’s shoes 
priced where 
volume is largest 


Shaw continues to give you the “sales magic’ 
of quality men’s shoes, priced in the range 
where you do the most volume! Shaw’s 
steadily rising sales prove this policy 
really PAYS OFF WITH PROFITS 
for our retailers. Another advan- 
tage is Shaw’s unique Trade 
Builder way of supplying you 
with OVERNICHT service 
from over 50 Shaw distrib- 
utors located in every sec- 
tion of the country. Your 
inventories are low—your 
profits high! Shaw shoes 
are aga for you, 
with regular national 





















































BERNY advertising in lead- 
ing, large-circulation 

New three-eye- ’ . 

ae cae uess men’s magazines. 


With Shaw you get 
a profit-packed 
package that insures 
your success—now’s 
the time to start! 


tern, soft brown 
long grain leather, 
BLACK FRENCH CORD 
BINDING around quarters 
and vamp underlay, natural 
welt, white stitch on welt, right 
and left quarters, steel arch, full 
grain insole, Pacifate twill lining, 
leather sole, Nylon stitching, on 
our No. 14 Combination last, 
IN-STOCK to retail at $9.95 

to $10.95, ott 


POS! 


TRUE 


M.T. SHAW, Inc., » Coldwater, Michigan 


M. T. SHAW, INC. 


proudly announces the appointment of four NEW distrib- 
utors, for the complete line of SHAW shoes, in the areas 
served by these four cities, 

| 
HARBECK FOOTWEAR CO. 


216 Pearl Street 
Sioux City, lowa 


OSSER & FRIEDLAND BOOT & SHOE CO. 
818 So. Los Angeles Street 
Los Angeles, California 





J. BARASCH & SONS 
423-25 W. Marke? Street 
San Antonio, Texas 


COPELAND WHOLESALE MERCANTILE CO. 
441 W. Madison 


| 

| 

| 
mm 
| 

| 

| 
Phoenix, Arizona 
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this year, but there are also a couple 
of lesser reasons: 

1. In reasonably good times like 
these, there is no widespread demand 
for individual tax cuts. Therefore it’s 
advantageous to collect the maximum 
possible revenue and retire as much 
debt as possible during fair weather. 

2. A $20-per-person tax cut doesn’t 
have a whole lot of political sex appeal. 
Better wait for an opportunity to make 
bigger cuts, and thereby to pass out 
refunds and to announce some lower 
rates that will actually bring smiles to 
the voters’ faces. 

* * * 

The number of families in the United 
States has increased by about 3.5 mil- 
lion since 1950 to a record high total 
of 42.8 million, a new report prepared 
by the U. S. Census Bureau shows. 

The Bureau defines a “family” as 
two or more persons living together 
who are related by blood, marriage, or 
adoption. 

There are now 38.8 million married 
couples, of which only 1.8 million (3.3 
per cent) do not maintain their own 
households. 

The number of households in the 
United States has increased by more 
than five million since 1950. The total 
number is now about 48.8 million. 
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York a sole Ferragamo shoe salon 
where they could come in and buy what 
they are looking for. Ferragamo shoes 
are world-renowned and although they 
have been available in the States for 
years, it has been in limited numbers 
and styles. Now the entire line, from 
flats and casuals, smart daytime to 
beautiful gala evening shoes, is as 
close as the nearest table or display. 
Buying trips to Italy are made about 
four times a year but there is, at the 
same time, a constant flow of new 
styles as they evolve from the design 
studio and factory in Florence. Women 
ean also design their own shoes and 
their ideas will be translated with the 
Ferragamo touch into their own shoes. 

Business has been exceptionally good 
despite little or no publicity and pro- 
motional fanfare. That’s because Fer- 
ragamo shoes are so well known and 
word gets around quickly. Mr. Meyer- 
son also pointed out that the display 
of these shoes in a showcase promi- 
nently displayed in Peacock Alley at 
the Waldorf-Astoria Hotel has been a 
sales stimulant. The multiple pair 
sales check is almost the rule rather 
than the exception and theatrical and 
movie celebrities as well as fashion- 
conscious American women have made 
it so. 
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[CONTINUED FROM PAGE 69] 
black. If funds remain and permit, a limited order for 
special colors may fill in. But retailers, who must “sit 
with it or sell it” hesitate to take on too heavy a percentage 
of fashion items in order to be in a position to sell an extra 
pair, even though that extra pair is his “gravy.” 

In women’s dress shoes, early surveying finds heels 
approximately 23/8 outselling the mid-highs for fall. 
Pumps continue as most favored style, with a diversity of 
silhouettes and treatments. 

Now that retailers have recovered from their clearance 
sale headaches and have their “houses in order” for the 
season ahead, manufacturers feel that prospects for busi- 


ness are favorable. 
Chicago 


A MARKED atmosphere of optimism prevails throughout 
the entire shoe industry in the Chicago area. This is a 
change from the air of uncertainty and caution which was 
evident during the past few months. Although leaders 
were never pessimistic, the present outlook indicates that 
all expect goed fall business and also good business for 
the remainder of the year. Most spokesmen expect sales 
volume to equal that of 1955. Orders are about equal and 
in a few instances are running ahead. 

The only off-key note in evidence has been the annual 
recurrence of complaints about too early summer clearance 
sales at the retail level. A questionnaire on the subject was 
recently sent to Illinois shoe merchants by the Illinois 
Federation of Retail Merchants. Some retailers, in their 
answers, indicated suppliers have not cooperated in helping 
to maintain longer summer selling periods. There were 
some complaints of being pushed into receiving goods too 
early, and as in the past, of too wide style spreads. 

The steel strike, because of its effect on the retail econ- 
omy in part of this area, could be a disheartening factor. 
If prolonged, it is bound to be felt by a number of shoe 
retailers, who, obviously, will not re-order in substantial 
quantities. 

Price increases have brought some resistance, but not 
as much as expected. Pressures for wage increases in 
several factories in this area, indicate prices may go even 
higher. Possibilities of higher prices for hides and skins 
also loom with predictions of fewer cattle in the stock- 
yards and also because some tanneries have had wage in- 
creases, 

Fall style trends are beginning to become somewhat 
established in re-orders and second orders. Consumer 
acceptance of failles, silks, and nylon velvet in dressy san- 
dals is carrying over into fall orders. The sling pump 
increases in favor, but the pattern pump will evidently be 
the volume shoe. Emphasis on the open silhouette promises 
extra sales in the combining of a pump and an open sandal. 
Heels will again be a factor, with decorated, stacked. fila- 
gree, and other variations replacing the glass and alumi- 
num heels of last season. 

A few forerunners of probable spring trends are begin- 
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ning to crop up. Good acceptance is seen for attractive 
punched dies in design effects. These did well in spring 
test runs as something new to replace mesh. There has 
been a growing lack of interest in mesh. It showed up first 
in black and blue, then in white. Increased price in shoes 
in this category and also the fact that women have grown 
tired of them are held responsible. 


New England 


ALTHOUGH the end of the factory vacation period found 
New England shoe manufacturers with backlogs of orders, 
many of which had been received during the shut-down, 
these backlogs were not as large, in most cases, as those 
on hand at the same time last year when peak production 
was the rule rather than the exception. Several factory 
executives reported during the third week of July that 
orders then on hand would keep them busy for no more 
than two to four weeks. They added, however, that addi- 
tional business was expected in the very near future, basing 
this belief on the steady liquidation of retail ittventories 
in all parts of the country. Sales of spring and summer 
shoes, they pointed out, began earlier this year than in 
years past, many of them having been under way by mid- 
June. Generally speaking, men’s factories are in a more 
comfortable position than are those companies making 
women’s novelties. The bulk of the business in the latter 
consists of dark colors for fall selling, black, blue, brown 
and some red in both open and closed types. 

In a move to focus the attention of executives on the 
importance, wherever possible, of so scheduling production 
as to hold unemployment to a minimum, the New England 
Shoe and Leather Association recently requested the Mas- 
sachusetts Division of Unemployment Security to make a 
survey of the taxable payrolls, contribution rates and esti- 
mated savings for 167 Massachusetts shoe manufacturing 
firms. That state’s tax laws include a provision for a tax 
on business income of not more than 2.7 per cent for use 
in paying unemployment compensation. This percentage 
decreases as the rate of continuous emplovment increases. 
The survey shows that of the 167 companies surveyed. 29 
had thus achieved a saving of $372.018.44 on their 1956 
tax bills. Of the 29, 22 were companies making men’s 
shoes. Shoemaking areas covered included Boston, Lynn 
and the North Shore, Brockton and the South Shore, Hav- 
erhill, Lawrence, Lowell and central Massachusetts. Com- 
menting on the result of the survey. Maxwell Field, execu- 
tive vice-president of NESLA, said. “we believe that greater 
benefits can be realized by more firms if greater attention 
is given to this matter.” 





The Sign and the Mirror 


EVERY business man occasionally has a problem with em- 
ployes to keep them looking neat and clean, cheerful and 
pleasant, as well as willing to serve customers to the best 
of their ability. 

How to handle this delicate question often bothers some 
business men, However, one man solved it in his estab- 
lishment by installing a full length mirror in the employes’ 
quarters near the door where they go back into the store. 
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A white cardboard sign on the mirror, with copy in black 
and red reads: 

“THIS IS HOW OUR CUSTOMER SEES YOU! 
SATISFIED?” 

With a sign like this the business man gets his message 
across to employes in a manner where there can be no 
reproach or hurt feelings. In other words, the employe 
looks into the mirror and makes his own appraisal of . . 


HIMSELF. 













the 
little 
shoe... 


...that grew 
into big, 
BIG PROFITS 


This dance shoe, only a short time ago, was a 
profit potential. Today, it’s a profit reality! 
Why? Because the Back-to-Dance School market 
is growing by leaps and bounds. 

Increase your share . . . become dance shoe 
headquarters in your community with the help 
of the midwest’s long-time specialists, Leo's 
Advance Theatrical Shoe Co. of Chicago. Leo’s 
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1 LEO’S authentic ballet, toe, and tap shoes are 
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LONG WEARING @® SLIP RESISTANT 
RESISTS OIL, HEAT, ACIDS, CAUSTICS 


On-the-job tests have proved that 

Neo-Cord offers far more than any other 

sole for the “all-purpose’’ workshoe application. 
Recognized as the Standard of Industry, 

shoe manufacturers and retailers alike can 
confidently recommend Neo-Cord... 


the best known soles and heels in the world. 
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Something Should 
Be Done About It 


[CONTINUED FROM PAGE 57] 


I then helped him pack his shoe 
cases. Was I shocked! Seven cases of 
men’s shoe samples! Now this gentle- 
man was not young any more, but ex- 
perienced like the dickens. He was get- 
ting more tired after each trip and 
prayed for the day he could quit. 

So I was bound to ask him some 
questions, 

“John,” I said, “how do you get the 
seven cases down stairs?” 

“Oh, the porter will take them 
down.” 

“And you tip him, of course?” 

“Oh, sure.” 

“What happens then? How do you 
get them to Penn Station?” 

“By taxi.” 

“What,” says I, “seven cases by taxi? 
Suppose it rains?” 

“Well, then I wait a little longer.” 

“O.K., John. What happens when 
you get to Penn Station?” 

“Well, a porter takes care of them.” 

“More tips?” 

“Of course.” 

“All right John. They’re now in the 
baggage car. Any excess baggage 
charge?” 

“Of course.” 

“Now, John, when you reach Washing- 
ton, what happens?” 

“Well, again I use a porter.” 

“Tips?” 

“Of course. Don’t be silly. It’s tips 
all the time.” 

“Then a taxi for the seven cases?” 

“Sure.” 

“And, if it rains?’” 

“Well, a little more trouble and wait, 
but eventually I get there.” 

“That’s fine. And now we are at the 
hotel, and another porter and more 
tips, and unpacking seven cases of 
shoes—setting them up—a stay of two 
days or more—packing up again— 
more porters, more tips, etc., etc., and 
to the next town.” 

To you men who travel, the fore- 
going repetitious account is old hat, 
and I am quite sure you can spell out 
much better than I can the trials and 
tribulations of your job. 

But I became mad. Thought I—what 
with all the mechanical devices to help 
the accounting departments save 
monies and time and energies—what 
with ingenious devices to help the 
housewife, what with everything con- 
stantly being invented to ease work— 
nothing has been done, to my knowl- 
edge, to help my hero. 

I decided, somebody should do some- 
thing about it. 

So I investigated further—in the 
field of women’s shoes. I talked to two 
of my friends who travel. One of them, 
besides being a crack-a-jack salesman, 
is a brilliant, analytical man. Without 
disclosing too much of what was on my 
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mind, I led the conversation around to 
the burdens of carrying so many shoes. 
In substance he said, “Arthur, I’d 
give $2,000 a year to be relieved of 
that headache.” He further stated that 
he takes out with him on any pro- 
longed trip from 150 to 200 samples, 
and sells of each style—well, I won’t 
tell you because you may ridicule me. 

Another one of my good shoe friends 
certainly was emphatic and vitriolic in 
his remarks, “Look here, Arthur. 
Here’s 12 combinations, colors and 
leathers of the same style—maybe on 
the average, I’ll sell three or four of 
them to my best customers—but 12 
must go along—and tips and excess 
baggage, and work, and the usual ag- 
gravations all go with it.” 

I’ve given you only three examples 
and comments. You men can furnish 
many more—of that I’m sure. Of 
course, I found out that many men 
travel by car and eliminated thereby 
some of the expense and headaches. 
Also, many factories having limited 
lines make life easier for their travel- 
ing men. But goodness knows there are 
enough problems involved for the ma- 
jor portion of the factories to urge 
somebody to do something about it. 

The purpose of this article is not to 
furnish a _ positive solution, but to 
arouse interest tending toward a solu- 
tion on the part of thousands of travel- 
ing salesmen and hundreds of forward- 
looking factories. 

Of course, when the solution comes 
about, the factories will not only hold 
on longer to experienced men by mak- 
ing their physical tasks easier, but will 
save dollars and dollars through the 
elimination of sample pairs now neces- 
sary for each salesman. He, of course, 
saves money, time and energy. 

Since somebody should do something 
about it, I started to do some thinking 
on my own and here are two thoughts, 
good or bad, that should start other 
minds working. 

This is the first one and has many 
things against it right from the start 
—but it might start thinking. 

Checking here and there among dress 
manufacturers, I find that their travel- 
ing men, as a rule, carry one model 
dress—one, of course, of each style— 
and then show the retailer or buyer 
swatches of material and colors in 
which the model dress is available. Ap- 
parently, over the years, this practice 
has been acceptable to the trade. Can 
you imagine what would happen if the 
salesman carried the model complete in 
every possible color and material? 

Now here’s the question—is there a 
manufacturer courageous enough and 
big enough to say to the buyer or re- 
tailer, “This is it—here’s the style— 
look it over, have it tried on, it’s shown 
to you in black suede—you like? Fine! 
Then here are the color swatches and 
different leathers—let’s buy!” 

Of course there are criticisms of this 
idea, mainly centered around the fact 
that you, the salesman, would rather 











































































show the shoe actually as it would be 
bought—but in New York, where I 
have bought shoes for many years, this 
procedure prevailed with few excep- 
tions. Have you, the manufacturers, 
the courage for the good of the indus- 
try to insist that the out of town buy- 
ers do the same. 

My second suggestion, which I fa- 
vor, takes care of many objections that 
can be raised against suggestion num- 
ber one. 

I went to work. I again visited my 
shoe friend who had shown me a style 
built 12 different ways and borrowed 
eleven pairs—I selected four different 
dresses to go with these eleven combina- 
tions. I hired a model, tied up with a 
terrific photographer and ended up with 
three-dimensional color slides showing 
each of the eleven combinations in all 
their beauty. We projected them on a 
small collapsible screen (it takes up 
no room at all) and the results were 
astonishing. We tried the projector 
without the screen, just holding it up 
to one’s eyes and the shoes showed up 
magnificently. The projector is so small 
it can be hidden in a brief case. The 
cost is not prohibitive and I would be 
glad to show the results of my labor 
to any one who is interested. In the 
main, I believe the photographs leave 
nothing to the imagination of the buyer. 
In fact they show the shoe up so ad- 
vantageously on the model’s feet that 
buying should be easier than the pre- 
vailing method. 

Of course, colored photography com- 
mercially is not new—It is definitely 
used to sell hard lines, resulting in 
less cost and less expenditure of energy 
for the salesman. In our case the addi- 
tional value lies in the fact that the 
shoes, for the first time, are associated 
with the proper dresses as far as color 
and suitability are concerned. 

So now—neither idea is good—but 
surely they can start a chain of think- 
ing and you, salesmen, and manufac- 
turers, should, once you start thinking, 
come through with something better. 

Let’s spend a moment with John 
again and see how he would fare under 
idea number two. (John, of course, 
could be a women’s shoe salesman.) 

At the most he would have two cases. 
Some difference! His traffic from his 
office, rain or shine, to his hotel room 
in Washington could be a pleasure. He 
opens his two cases which contains his 
models, shown in each instance in the 
one desirable color. He opens his 
swatches, that helps, and awaits his 
buyer. (Let’s hope he always has one.) 
The buyer, for instance, selects a 
trimmed pump in Black Patent. Now 
he asks, “How many other ways can I 
buy it in?” The salesman shows him 
the swatches and then one by one 
flashes the remaining combinations in 
color on the screen or hands the projec- 
tor to the buyer and changes the slides 
every 10 seconds or so. 

So there you are—does it make 
sense? 
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Care in Planning Builds 
Effective Advertising 
[CONTINUED FROM PAGE 61] 


a hard-hitting trade campaign while 
the Wellco men were on the road in 
order to merchandise the consumer ad- 
vertising campaign to the hilt. 

The consumer ads scheduled were 
prepared and plated by the agency in 
December of 1955. Preprints were im- 
mediately sent to Wellco’s sales repre- 
sentatives with a cover letter outlining 
the entire campaign. Each sales repre- 
sentative took with him on the road 
these preprints to help him in his sell- 


ing. In January, each Wellco retailer 
received the new Wellco catalog and a 
direct-mail piece in which was repro- 
duced the first ad in full-color. Retail- 
ers were urged to “cover” themselves 
in the styles to be featured in the ads. 
During February and March, Wellco 
placed in Boor AND SHOg RecorDER and 
other trade media, two- and four-page 
inserts in full color, which also showed 
the fullolor ad. Again, retailers were 
urged to stock up. In April, Wellco 
sent to each of its sales representatives 
and retailers, a brochure in which was 
reproduced 12 mat ads, planned as tie- 
ins with the Life campaign. Retailers 
could secure these mats as well as 


tie-in, point-of-purchase materials 
merely for the asking. 

Was the effort and the expenditure 
worth it? While it’s still a little early 
to tabulate all the results because the 
campaign hasn’t appeared yet, Wellco 
feels the promotion was successful. Joe 
Stanelli, Wellco’s vice-president in 
charge of sales, says that sales for the 
first four months of 1956 are well 
above 1955. And, Leo Leslie has re- 
ceived about twice as many requests 
for mats and point-of-purchase mate- 
rial as he’s had in any previous year 
since Wellco’s advertising program was 
initiated. 

“What’s more,” adds Ad Manager 
Leslie, “many of our dealers feel that 
we've got a truly cooperative advertis- 
ing program. Wellco advertises on the 
national level, creating interest in and 
a desire for Foamtreads. The retail- 
ers advertise in their local areas, tak- 
ing advantage of this interest and de- 
sire by telling consumers where they 
can buy Foamtreads. Our relations 
with our dealers have never been 


better.” 
Store Finds Tiny Display 
Units Are Great Salesmen 


COLORADO SPRINGS, CoLo.—A means 
of stimulating the sale of better-priced 
men’s sport shoes has been developed 
at Vorhes Shoe Company here, in the 
form of tiny floor display units spotted 
here and there throughout the men’s 
shoe department. 

“In developing the displays we were 
thinking of the man who comes into 
the shoe department with little or no 
notion of what he wants to buy,” Roy 
Allen, general manager, pointed out. 
“Such customers make up a large per- 
centage of each day’s traffic and they 
are highly susceptible to suggestion. 
We use a small chromium frame to 
support one pair of shoes eight inches 
above the floor and back it up with a 
selling sign, usually of 10 by 10 inches. 

“The signs are lettered in our own 
sign shop and give the price and out- 
standing details about the shoes, with 
the suggestion that the customer give 
them a try. We spot these miniature 
displays here and there on the floor, 
usually tucked out of the way of traffic 
in the insets in which full-length mir- 
rors are set. In this way, when a cus- 
tomer comes in and sits down to buy a 
pair of shoes, his attention is almost 
always caught by the nearest floor 
display.” 

A typical such display offered a low- 
quarter oxford with thick pleated rub- 
ber sole at $13.95. This shoe, in natu- 
ral leather, cordovan, and similar fin- 
ishes was emphasized with the floor 
display as ideal for the tourist who 
plans to spend a lot of time walking 
through Colorado Svrings famed moun- 
tain scenic parks. Sales, after the floor 
display was put to work, were five 
times as great as when the shoes are 
merely displayed in the store window 
along with many others. 
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Editorial Outlook 


(CONTINUED FROM PAGE 17) 





summer—May to October, and we never are able to mer- 
chandise properly due to advanced clearances, causing our 
customers to become price conscious by June 15. Also our 
suppliers have become just as scared and have no sizes 
after June 1. I would like to see a concerted effort just 
put forth to make summer merchandise more profitable 
to carry.” 

Perhaps the most significant aspect of the survey is 
evidence it presents of a strong conviction among the 
Illinois shoe retailers that something must be done to 
influence both suppliers, and distributors of shoes, to 
sustain the “regular price” selling season by withholding 
general shoe clearances until August Ist or later. Equally 
significant is their recognition for the need for broad 
action to correct an evil, which although most evident at 
the local level, actually permeates the very fabric of the 
industry in all its branches. 

A similar strong recognition of the evil by active 
retailer associations all over the country would develop a 
grass roots movement for the elimination of early clear- 
ances which could not be ignored. But in no sense are 
early clearances strictly the retailer’s problem, as they 
have always been considered. They are among the most 
serious problems confronting the industry today. They 
demand attention and the best thinking of the leadership 
of all the industry’s branches. A workable plan for ending 
this evil must be incorporated into any worthwhile indus- 
try program for building a better consumer appreciation 
for shoes and for raising the profit levels of the industry. 





Versatile Moccasin Styles 





The moccasin pattern adapts itself to a variety of country 

and casual styles, Left, an unusual assymetric pattern with 

side strap on a low heel, and right, a high riding tongue on 

a high heel; both feature contrasting white hand stitching 
and are Moxee styles by Belgrade. 
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STYLE 3023 
SHEARLING LINED 
CHUCKA. Dark Bur- 
gundy softee gloved 
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lined, from innersole to 
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prices. Faster turnover at full mark-up 
means more profit for you. Write for In- 
Stock catalog today! 
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In Fashion’s Forefront 


[ CONTINUED FROM PAGE 59] 


high slim lines of these hats are part and parcel of the 
trend running through all women’s fashions for the coming 
fall and winter. Softly draped and of varying heights, they 
are adaptable to many types of women; short or tall; 


round or long visaged. 
* * * 


F oRMAL late day wear was the star of the recent presen- 
tution of shoes designed and made exclusively for Saks 
Fifth Avenue. Specially featured were the beautifully de- 
tailed cocktail mules and the many silk pumps for cocktail 
and dinner wear. 

Pumps, in fact, were the big news in this fall and winter 
collection. Variations on this theme were many and orig- 
inal. Throat lines included pointed, rounded, squared and 
off-center. In some, the shanks were cut down to the sole. 
High, delicate heels symbolized the current mood of ele- 
gance. For walking, built-up leather heels were the favor- 
ites. Buckles were used on all types of shoes and were 
made of leather, metal and jewels. One specially graceful 
sling in black satin had a small oval buckle of square cut 
rhinestones to fasten a little envelope toe fold. 

’ Buckles and tongues and some of the low-heeled shoes 
suggested historical styles; certain of the tongues and the 
buckles resembling the styles of Oliver Cromwell’s day and 
certain of the tucked, stitched, low-heeled shoes suggesting 
shoes of the Renaissance. But strong emphasis was laid 
on the fact that there were no museum pieces in the col- 
lection. 

Surface interest was interpreted in many ways. Mate- 
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rials have been draped and pleated like dress fabrics. 
Stitching, tucking, quilting, pinking, perforations, beading, 
studding and incrustations were all used to give richness 
and variety. Combinations of leathers with fabrics, leathers 
with leathers and fabrics with fabrics gave effective con- 
trast. New treatments of materials gave entirely new 
effects. Satin was grained to look like leather. Calf was 
made to resemble lizard or fur or tree bark. An excep- 
tionally soft and pliable calfskin was treated to approx- 
imate the feeling and look of buckskin. 

In colors the new shade was Loden green. Taupe, red 
maple and gray were all given importance. Gilt accents 
appeared in throat pipings and metal gleamed in eyelets 
and the tipping of straps, strings and bows. The golden 
look was used in many ways. 

For evening, glitter was in more than studding and 
appliques. Whole sandals were made of rhinestone mesh. 
There were evening shoes in gold lamé and gold leather, 


in transparent vinyl and in satin both plain and brocaded. 
” ” * 


Bic news at Capezio’s showing of new styles for fall was 
the “Capezio Stance,” a position of the heel “way down 
under” which shifts the weight forward and, according to 
the firm’s dance consultant Olga Ley, gives correct body 
placement. This special posture, the body in a straight 
line, chest high and body relaxed, has been built into 
Capezio’s new fashion last. This stance, Capezio says, is a 
perfect complement to the Directoire fashions launched 
this past spring by Paris and high style American de- 

signers. 
Special styles featured at the showing included instep 
and T-strap shoes on flat, medium and high dressy heels; 
[TURN TO PAGE 82, PLEASE] 
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What Manufacturers Think 
About In-Stock Departments 
[CONTINUED FROM PAGE 45] 


Gives us wider distribution. 

A necessary service if volume is de- 
sired. 

Forced te do so by competition. 

Vitally important if doing business 
with small, independent retailers. 

Question 4: Over the past five years, 
about what percentage of inventory 
growth has your in-stock department 
shown? 


The replies varied, with in-stock de- 
partments showing growths from 400 
and 500 per cent, to three or five per 
cent, The average, however, amounts 
to 84 per cent. The more spectacular 
growths have occurred with firms 
which began in-stock operations in re- 
cent years. 

Question 5: In your opinion, what 
has been the one chief reason for the 
growth of manufacturers’ in-stock op- 
erations since World War II? 


Reason most frequently cited: Un- 
willingness of retailers to make for- 
ward buying commitments on larger 
scale as in prewar. 

Other reasons frequently mentioned: 

Provides better inventory and sales 
position for retailers. 

Competitive need to offer better ser- 
vices to retailers, 

Gives manufacturer opportunity fo: 
added sales volume. 

Helps manufacturer in leveling pro- 
duction schedules. 

Development of branded lines makes 
in-stock necessary. 

Retailers able to operate with 
smaller capital. 

More economical to carry in-stock 
shoes than to make up small fill-ins. 

Retailers demand for faster deliv- 
eries—made possible with in-stock. 

Move by some of manufacturers to 
take over some of the wholesaler’s 
functions. 


WHAT SALES PERCENT FROM 
IN-STOCK? 


Question 6: About what percentage 
of your total sales was represented by 
shipments from in-stock in 1950? In 
1955? 

Here is another good indication of 
the growth of in-stock operations over 
a small five-year period. In 1950 only 
26 per cent of manufacturers’ sales 
came out of in-stock, as compared with 
42 per cent in 1955. Some manufac- 
turers do as little as three or five per 
cent of their total business out of in- 
stock, while others run as high as 91 
per cent. 

Question 7: Do you carry “style” 
shoes in in-stock? 

Some 73 per cent of the manufactur- 
ers do, as compared with 27 per cent 
who don’t. This is a remarkable con- 
trast with the prewar ratio when the 
above figures were just about in re- 
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verse. Even compared with, five or ten 
years ago there has been a substantial 
increase in the amount of in-stock 
“style” items carried. This, say the 
manufacturers, reflects the expanding 
demands of retailers for in-stock items. 
‘ Question 8: About what percentage 
of your total in-stock sales were “style” 
shoes in 1950? And in 1955? 

In 1950 it averaged 22 per cent, but 
by 1955 had risen to 40 per cent for 
the average manufacturer. 

Question 9: About what percentage 
of your in-stock “style” footwear do 
you have to job at the end of a given 
season? 

The average is 7 per cent. Some 
run as low as one per cent, while others 
reach a risky 30 per cent. As fre- 
quently mentioned, job losses from in- 
stock style items are appreciably 
higher than for in-stock basic or con- 
ventional shoes. Yet, as one manufac- 
turer said, “Despite the greater risk 
with style items, we find we can’t offer 
a complete in-stock service without 
them.” 


MAKE-UP AND IN-STOCK 


Question 10: What do you think 
should be the best sales ratio between 
make-up and in-stock shoes? 

For the average manufacturer, the 
best sales ratio is about 70 per cent of 
sales from make-up, and 30 per cent 
from in-stock. There were many other 
frequently mentioned ratios, such as 
80-20 or 75-25 or 90-10. Few manufac- 
turers, however, are achieving these 
desired ratios of sales. 

Question 11: After all costs, financ- 
ing and other factors are considered, 
do you think that the in-stock depart- 
ment has been a good or a bad thing 
for the shoe manufacturer? 

Surprisingly, a large 84 per cent con- 
siders in-stock a good thing for the 
manufacturer, while only 14 per cent 
see it as unfavorable. One producer 
summed up the feeling expressed by 
numerous others: “Regardless of all 
the increased costs, headaches and 
risks, our in-stock operation has 
brought us a substantial increase in 
business as well as other advantages.” 

Question 12: Do you think that doina 
business out of in-stock is a “trend” 
that will continue to grow? 

An overwhelming 96 per cent of the 
manufacturers think the growth wil! 
continue, while only four per cent think 
it won’t. 

Question 13: Over the past two or 
three years, have you noticed any par- 
ticular “trend” in retailers’ wants or 
demands concerning the content and 
function of your in-stock department? 
If 80, please specify. 

The comment receiving the most 
mentions: Retailers want ready avail- 
ability of more styles and sizes. 

Other frequent mentions were as fol- 
lows: 

More and more retailers are buying 
larger and larger proportions out of 
in-stock. Initial orders are getting 
















































































smaller, fill-in orders getting larger. 

Relentless demand for speedier de- 
liveries. 

Retailers’ increasing demands for 
“extras” in terms of services—such as 
cooperative advertising, free aids, right 
to make some returns, and more of the 
capital burden on the manufacturer 
via in-stock. 

The trend toward more fluid inven- 
tories; that is, retailers trying to run 
a business out of the manufacturer’s 
in-stock rather than out of their own 
inventories. 


SUMMING UP 


There were many comments by man- 
ufacturers concerning in-stock opera- 
tions. The comments were widely va- 
ried, pro and con, depending upon the 
type of shoe manufacturing operation. 

For example, slipper manufacturers 
find in-stock vital. They are able to 
ship 200 per cent in excess of their 
weekly production capacity at the 
Xmas order peak (between October | 
and 15). 

A good number of manufacturers 
believe that retailers should place full 
make-up orders in advance, and use 
in-stock only during the selling season. 

Some manufacturers have found in- 
stock operations costly and unprofit- 
able as an investment, yet still favor 
them because they prove vitally helpful 
to their production scheduling and 
lower costs in this respect. Others find 
that because of the slightly higher 
charges on in-stock shoes, the addi- 
tional costs of such operations are 
counter-balanced. 

Some manufacturers complain that 
the steady decline in make-up orders 
makes it difficult for them to determine 
which styles should go into in-stock. 
In short, too much buying out of in- 
stock can have a back-firing effect for 
the manufacturer and retailer alike. 

A number of manufacturers said 
that because so much of their business 
is being done out of in-stock they are 
“only one step from actually owning 
the store, as though it were a manufac- 
turer-operated enterprise.” 

Quite a few manufacturers ex- 
pressed concern with the growing num- 
ber of risky style items being forced 
into in-stock departments as a result 
of retailers’ demands. Said one, “It’s 
difficult to find a way out. If we don’t 
offer the style items we find ourselves 
losing some of the staple business. 
They’re looking for a package deal of 
styles and staples.” 

Several producers stated that unless 
the firm carries a branded line, the in- 
stock operation can be risky—except in 
the case where the manufacturer is 
dealing primarily in staples. 

As a whole, however, the manufac- 
turers feel that they can’t buck what 
many of them term an “inevitable” 
trend in the growth of in-stock opera- 
tions. Most believe it to be the natural 

[TURN TO PAGE 83, PLEASE] 
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What Is a “Normal” Inventory? 


(CONTINUED FROM PAGE 55) 


versally adopted, much of the repeated pain of sick 
inventories will be alleviated. 

However, the heart of the matter is still in the 
body of the retailer himself. That is, the matter 
of seeing his inventories with a realistic eye. The 
fact that a retailer has heavy inventories doesn’t 
necessarily mean that his stocks are adequate for 
an effective and profitable selling job. This some- 
times evolves into a case of self-deception. By 
counting the number of shoes on his shelves, and 
translating this into investment capital, he can 
delude himself into believing that he’s prepared to 
do justice to himself and his customers. 

There’s a real education job to be done regarding 
inventories. And part of it should consist of a sort 
of mutual assistance pact between manufacturer 
and retailer. It’s a frustrating experience for a 
retailer to have substantial stocks, only to dis- 
cover that it isn’t an adequate, sales-healthy in- 
ventory. This same frustration infects the manu- 
facturer. Despite the retailer’s obvious need for 
a cleaner, fresher stock, he’s in no position to buy. 
Manufacturer and retailer working closer together 
to prevent such inventory excesses is what we mean 


by a mutual assistance pact designed to reduce 
frustrations. 

“Normal” is at best only a relative term. One 
thing is certain: size or quantity alone don’t add 
up to “normal.” It’s how good the quantity is. 
And when it comes to shoe inventories, the real 
answer lies in quality evaluation. 





In Fashion’s Forefront 


(CONTINUED FROM PAGE 80) 


a hooded Burnoose “Boot.” Renaissance colors—red, brassy 
gold and sage green—had been introduced for the Burnoose 
pump in rough or brushed leathers for campus flats and 
smooth textured and sueded leathers for pumps. The hooded 
Burnoose shoe was noted as a perfect fashion for the evening 
cloaks, rain capes, campus coats and big knit sweaters, all 
hooded, for the coming fall. 

One more featured style was the Ribcage sandal, an adap- 
tation of the classic sandal of the Greek dancing girls. A two- 
strap shoe with center strap, it was shown on a flat and a 
medium curved heel. 


In the 1600s French shoes were so elegant that famous 
painters were hired to enhance their appearance. Jean Antoine 
Watteau himself placed his signature to works of art of this 
sort, consisting of flowers and miniature love scenes. And 
Louis XV wore shoes that were decorated with battle scenes 
that were designed and signed by the painter Parocel. 
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What Manufacturers Think 
About In-Stock Departments 
[CONTINUED FROM PAGE 81] 


consequence in the postwar changes 
that have changed the whole manner 
of running a retail shoe business with 
a minimum of risk and the intensify- 
ing challenges of competition. Said 
one manufacturer, “Shoe retailing has 
become in many instances such a fast- 
paced operation that the hazards are 
too frightening for some retailers to 
face. To minimize their own risks 
they’ve tended to place more and more 
of the financial burden on the manu- 
facturer by way of in-stock, which is 
just another way of saying that the 
manufacturer is carrying and paying 
for the retailer’s inventory.” 

Despite all, however, manufacturers 
are resigned to the fact that in-stock 
is here to stay, problems and all. Many 
have found the operation to be success- 
ful and profitable as well. 





Italian Shoe Industry 


[CONTINUED FROM PAGE 47] 


want another, different Italian look. 
Will the Italian designers be ready 
with it and will it be one that will in- 
terest the American market? My only 
suggestion would be that they remem- 
ber that the greatest assets of their 
shoes to Americans are their lightness, 
softness, delicate detailing and, in my 
eyes, fine fit. Rosina Ferragamio Schia- 
vone, with whom I had a long talk in 
Florence, lays strong emphasis on fit 
and comfort and her shoes certainly 
bear out this thinking. 

With a yearly purchase per person 
average of 7/8 of a pair, Italian shoe- 
makers must be alert in maintaining 
and increasing their foreign markets. 
American retailers can do a great deal 
to help and encourage them to main- 
tain their high standards of _ shoe- 
making. 

American shoe retailers wishing to 
make the best use of their time in Italy 
should remember that Florence is the 
leading center for women’s shoes and 
Milan for men’s. In saying this, I 
should add that Naples has at least 
one outstanding women’s shoemaker, 
Mario Valentino. In Rome I visited 
Dal Co and Fontaleo and found out- 
standing styles in both places, If any- 
thing, Dal Co is the more original of 
these two and more ready to try out 
strikingly new ideas such as, for ex- 
ample, the semi-detached sole illus- 
trated here. Nothing could exceed the 
fine detailing of the Fontalco shoes, 
however, or the helpfulness of Signora 
Zoe Fontana. 

In Florence the Rangoni factories— 
makers of the well-known Amalfis—are 
models of up-to-date equipment and 
assembly line production. I was fortu- 
nate in having the opportunity of 
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meeting Mr. Ugo Rangoni and in being 
shown through the factories by Mr. 
Otto Newman of Marx & Newman, 
sales representatives of this company. 
The company’s present capacity is be- 
tween 600 and 700 pairs a day. With 
the completion of the new factory the 
capacity will be doubled. The company 
is also beginning to make men’s shoes 
near Milan. 

There are other factories making 
women’s shoes in Florence. Among 
these are two Ferragamo factories. 
These are entirely independent of each 
other; the one belonging to Salvatore 
Ferragamo and the other to his sister, 





Rosina Ferragamo Schiavone. Another 
shoemaker to see in Florence is Frat- 
tegiani who is making a specialty of 
mosaic heels, two of which we have 
illustrated. 

While in Florence I took a side trip 
for a day to Bologna on the advice of 
Mr. David Goldstein and his son—very 
important factors in the exporting of 
Italian shoes to the United States and 
most kind and helpful to me during my 
stay. At Bologna, a train ride through 
beautiful mountains of not more than 
two hours from Florence, one can see 
some of the finest women’s shoes in 
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Italian Shoe Industry 


[CONTINUED FROM PAGE 83] 


Italy. We show here models by Merli, 
Girotti e Bellini, Saguatti and Ferrari. 
Others of importance in Bologna in- 
clude Cavalli and Abel. 

In and around Milan are a number 
of large factories making men’s and 
children’s shoes. Vicevano, 20 miles 
from Milan, a center for medium and 
low-priced shoes, has 400 factories. We 
have already mentioned Martini e 
Rossi, said to be the biggest men’s fac- 
tory in Italy, situated in Verona and 
producing a total—including some chil- 


dren’s shoes—of 8500 pairs a day. For- 
zinetti in Milan also makes men’s and 
children’s shoes totaling 1500 to 2000 
pairs a day. 

In Milan, too, is the large and mod- 
ern Aeroplano factory, making chil- 
dren’s shoes, women’s slippers and now 
beach sandals. Production of micro 
cellular soles is an important part of 
this factory which has been first and 
foremost a rubber house, according to 
Mr. Dario Freddi. 

Here, too, in Milan is the office of 
the Organization of Shoemakers, 
headed by Mr. Forzinetti, producer of 
1500 to 2000 men’s and children’s shoes 
a day. And here are tanneries, one of 
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MART students everywhere are taking Fitall 
shoe trees back to school this Fall. They know 
that genuine Fitalls are specially designed to pre- 
serve “that new shoe look’’ AND retain natural 


shoe beauty. 


Why not plan your “Back-To-School” Fitall 
shoe tree promotion NOW? There are extra pair 
sales when a promotion is planned well in advance. 
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share of this expanding and highly profitable shoe 
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CALIFORNIA 
Les Angeles — Coast 
Leather and Shee Find- 
ings Company. 


ILLINOIS 


Chieago——A, J. Bergren 
Co.; Service Shoe Find- 
ings Co. 


MICHIGAN 


Detroit—Samuel Patrize 
Co.; 8. Kanners & Co, 
Grand Rapids — The 
Bos Leather Co, 


MARYLAND 
Baltimore——P. H. Volk 
& Co. 





MINNESOTA 
Minneapolie—C. F. Al- 
brecht Company. 












Kansas City — Sterling 
Shee Supply Company. 
NEW YORK 
Binghamton — E. A. 

Sweet Company, Inc. 
Brooklyn——Lester Green- 
wald, 1836 East 18th 
Street. 


Findings Co. 
Rochester—J. J. Kalb & 
Sons, 

PENNSYLVANIA 
Philadelphia — Volk 
Shee Stores Supplies Co. 

SOUTH CAROLINA 
Charleston — Berendt 
Bros., Incorporated, 

TEXAS 


Dallas -— Hinckley 
Leather Company. 
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which we visited. RIP, short for Raf- 
fineria Italiana Pelli, tanners of qual- 
ity leathers for men and women, make 
an “Eskimo Calf” similar to DelDi, 
and a shrunken grain in a range of 
colors, called Dalai Calf. Dr. Arturo 
Beressi was most helpful and kind in 
answering questions and showing us 
the tannery. Also of great assistance 
in Milan was the General Secretary of 
the American Chamber of Commerce, 
Mr. Franklyn Lane, who supplied us 
with addresses and names and even 
made some appointments for us. This 
is the main office but the Chamber has 
offices in other cities. 

Milan is also the publishing center 
for a number of publications for the 
shoe trade. We had the good fortune 
to visit the offices of one of them, Ars 
Sutoria, and to talk with the son of 
Mr. Giuseppe Muggiani, the director. 
An interesting part of this publica- 
tion’s service to the shoe industry is its 
design school to which young people 
come from all over the world for a 
period of intensive study. The best de- 
signs are shown in the pages of the 
magazine with, of course, credits to the 
designer. 

As for Italian styles for women, we 
offer you 10 shoes to illustrate the 
originality and delicacy of detailing 
tyvical of Italian shoe designs. Fine 
stitching and perforations; unusual use 
of underlays and overlays; embossing 
and embroidery; decorative heels; me- 
dium and flat as well as very high, slim 
heels; a variety of leather surfaces; 
all are represented here. And, in addi- 
tion, the comfort of softness, lightness, 
low backs and well-fitted quarters. 





Stix, Baer & Fuller Manager 


Sr. Lovis—William Jennewein has 
been appointed manager of the women’s 
shoe department at the Westroads 
Shopping Center store of Stix, Baer 
& Fuller. No successor has been named 
for the downtown post. 

Mr. Jennewein was formerly an as- 
sistant in the women’s shoe salon in 
the downtown store of the company. 
He has been with Stix, Baer & Fuller 
about one year, having formerly been 
located in a suburban store. 

A native of Ohio, Mr. Jennewein took 
his degree in retailing at Washington 
University, St. Louis, in 1951. 


Stroud Named Shoe Buyer 


INDIANAPOLIS — H. P. Wasson and 
Company has announced the appoint- 
ment of Robert Stroud, 30, as buyer 
of all upstairs shoes and all children’s 
shoes. His former connection was 
buyer and manager of the shoe opera- 
tion at Robertson’s in South Bend. Be- 
fore that, he was buyer and manager 
of women’s shoes at Lamson’s Bros. at 
Toledo, 

Paul Holtsclaw, who has been acting 
buyer prior to Mr. Stroud’s arrival, 
has been appointed general assistant 
to Mr. Stroud. 
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Illinois Retailers Oppose Early Shoe Sales 





Survey Indicates Majority Feels Clearances Timed Between July land 5 
Permits Too Short a ‘Regular Price’ Season—Favor August Date 


By BERNICE STEVENS DECKER 


CHICAGO — Illinois shoe merchants 
have gone on record as overwhelmingly 
opposed to early summer clearance 
sales for shoes. They did so in answer 
to a recent questionnaire prepared and 
distributed by the Illinois Federation 
of Retail Associations. The results 
of the survey substantiate frequent re- 
ports made from the Chicago market 
by this RECORDER correspondent. 

The questionnaire was sent to 150 
shoe retailers of all sizes in all parts 
of Illinois except Chicago. Almost 
all were individual owners, with only 
a few representing chain interests. 
More than 70, or nearly 50 per cent 
responded, which is considered marked 
evidence of interest in and concern 
over the subject. 

Of those replying 61 reported they 
thought the general practice of store- 
wide clearances timed for the period 
between July 1-5, limits the regular 
price season on summer shoes to too 
short a selling period. Sixty-four said 
they felt the practice creates a buying 
tendency on the part of customers to 
“wait” the last half of June for the 
traditional clearance. Of the total, 59 
felt it causes them to mark down shoes 
in large quantities prior to the peak 
of the hot weather and vacation de- 
mand in mid-July. Another 51 look 
upon the situation as one in which 
they are actually selling more units at 
clearance prices in the summer season 
than at regular prices. 

Questioned as to motives for the 
early markdowns, the majority indi- 
cated a desire not to allow competitors 
to “get the jump” on them. The ma- 
jority also felt there is no real need 
to clear distressed merchandise in early 
July. Opinion was about evenly di- 
vided as to whether or not incoming 
early fall shoes and the urge to hurry 
into the next season was responsible. 
To the suggestion that the traditional 
press to heat last year’s volume figures 
on a calender basis was a_ possible 
cause, 26 said ves. and 388 said no. 

The vast majoritv listed themselves 
as consistently unable to buy sufficient 
late season markdown shoes from their 
suppliers to offset substantially their 
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own early summer clearance mark- 
downs. Given a free choice for the 
start of general shoe clearances, the 
majority picked August 1. This same 
date was also picked by most retailers 
as the best time for creating interest 
in new fall shoes. August 15 was 
selected by the second largest number 
and anytime between August 15 and 
September 1 by a third sector. 

In their specific comments, retailers 
were agreed that trade associations, 
the retailers themselves in cooperative 
agreement, and the manufacturers 
could help solve the problem. Retailers 
that have held to July 15 or later starts 
for clearance dates reported good re- 
sults and find that customers remain 
pleased to secure their sizes in clean 
seasonable merchandise. Some retailers 
complained that suppliers, in an at- 
tempt to make early deliveries, urge 
the clearance sales. 

Joseph T. Meek, president of the 
federation, and instigator of the sur- 
vey, is urging that shoe retailers bring 
pressure to bear for action on the 
early clearance problem within their 
local trade associations with their 
neighboring merchants and among 
their suppliers. 


Next Empire State Show 
Set for January 20-22 


East ROCHESTER, N. Y. — The next 
convention and shoe show of the 
Empire State Footwear Association 
will be held January 20-22, 1957, at the 
Hotel Onondaga in Syracuse, N. Y., it 
was decided at a recent meeting of the 
association’s board of directors. 

Edward F. Fox, chairman of the 
board, said the hotel is undergoing 
extensive remodeling which will be 
completed in time for the event, thus 
assuring improved facilities for dis- 
players and retailers. 

John Quinlan of C. E. Chappell’s 
Sons, Syracuse, was appointed chair- 
man of the show committee. The last 
show was also under his direction. As- 
sisting Mr. Quinlan will be Willard 
Lewis, Leo McClannahan, Lou Lichen- 
stein, Rollin Tuttle and Edward Fox. 














































National Shoe Institute Sets 
September Promotions Date 


New York—The National Shoe In- 
stitute announced that Sunday, Sep- 
tember 9, had been selected as the of- 
ficial target date for the traditional 
fall seasonal opening promotion. In 
past years these promotions were spon- 
sored under the slogan of “The New 
In Shoes” and more recently under 
several other themes. 

The National Shoe Institute recom- 
mended that retailers plan jointly with 
other shoe merchants in their com- 
munity to promote new fall footwear 
on September 9. Some 750 newspapers 
are also being advised by the NSI of 
this target date so they may focus 
on local shoe advertising at that time. 

The National Shoe Institute suggests 
that shoe retailers plan a meeting in 
the near future in order to program 
any joint promotional activities de- 
signed to attract maximum consumer 
attention on the season opening date. 

A list of several suggested themes 
has been developed by NSI and these 
are offered to retailers and newspapers 
for joint promotional use locally. 

These themes are: 

e@ “Footwear—a Fashion Favorite 
for Fall.” 

e “Fall ’56 Shoes Bring You Grace 
... Beauty .. . Comfort” 


e@ “Fall ’56 .. . Slimmer, Softest 
Yet” 

e@ “Shoes! ...A Fashion First For 
Fall” 


e@ “Fall Shoes Are Fashion News” 

@ “Shoes ... Fashion Key to Fall 
Wardrobes” 

The National Shoe Institute, which 
is jointly sponsored by four of the 
shoe industry’s leading trade associa- 
tions, is currently engaged in a cam- 
paign to finance an expanded public 
relations program for shoes. The four 
associations are National Shoe Manu- 
facturers Association, National Shoe 
Retailers Association, National Asso- 
ciation of Shoe Chain Stores, and the 
New England Shoe and Leather Asso- 
ciation. 

A review of the progress of this 
project will be made by the NSI Board 
of Trustees on August 20. 

In view of the proposed campaign, 
the National Shoe Institute is not of- 
fering newspapers its customary four- 
page editorial supplement on footwear. 
NSI hopes that groups of retailers in 
various communities will maintain sea- 
sonal opening campaigns this fall. 





Dry Goods Group Adds Chain 


New York—The J. J. Newberry 
Company, a national variety depart- 
ment store chain, has become a member 
of the National Retail Dry Goods 
Association. The membership of the 
chain of 476 stores doing an annual 
volume of close to $200 million was 
reported by J. Gordon Dakins, execu- 
tive vice president of the NRDGA. 
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iit through window 
for realistic, three-dimensional look. 


New YorkK—They call it “Operation 
Feel” over at Regal Shoe headquarters, 
41 East Forty-second Street, New 
York City. Others are calling it “the 
magic touch.” But whatever you call 
it, a good sales gimmick by any other 
name is still a good salesman. 

Launched in 50 Regal men’s stores, 
the campaign is based on a _ novel 
three-dimension unit that displays a 
shoe outside the window. Shoppers can 
actually feel the shoe from the street. 

“Our sales figures jump every time 
we install a unit,” declares Lawrence 
J. Sealy, Regal display manager and 
creator of the display. “Most men 
are pre-sold even before they come 
into the store,” he added. 

The display consists of a white 
column, tilted so that it seems to jut 
right through the glass. One shoe is 
displayed on a ledge outside the win- 
dow for “feel-testing”. Another shoe 
is placed on the column inside the 
window and is flexed by an electric 
motor hidden in the unit. 

This visual-touch combination has 
a double-barrelled impact. Shoppers 
can feel the soft calf uppers as well 
as see the easy flexibility of the shoe 
in motion. 

After blueprinting the details, Mr. 
Sealy decided to field test the idea in 
Regal’s new Miami Beach store early 
this year. 

“Everything went along according to 
plan,” he remarked, “until we struck 
oil.” Oil seeped through the base of 
the unit after only a few hours opera- 
tion, When the display was dismantled, 
he found the electric motor installed 
upside down and lubricating oil drip- 
ping out. A simple adjustment in the 
connecting rod permitted upright in- 
stallation and the oil rush was over. 

Weather was the next problem. 
Waterproofing the surface with a 
colorless compound eliminated this bug. 

“One of our biggest problems was to 
provide some way to take the shoe in 
each night. Not only is it necessary to 
protect against vandalism, but the 
shoe took an awful beating from so 
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Chain says “operation feei” is the big- 
gest traffic-builder in Regal history. 


much handling and we had to clean 
and polish it every day.” He finally 
solved this problem by perfecting a 
pin-locking device that could be un- 
latched from the outside. 

Mr. Sealy even took advantage of 
the block of wood that remained on 
the window each night. Printed on the 
wood is this message: “Goodnight—test 
me tomorrow.” 

The 3-D effect was carried through 
even to the red lettering on the win- 
dow. Large block letters were cemented 
on from the outside and spelled out 
“FEEL!” Then, stenciled on from 
inside to give a third dimensional look, 
were the words “Test REGAL Con- 
tinentals . . . the softest shoes afoot!” 

Managers received a set of simple 
instructions and were able to set up 
the entire display, including the letter- 
ing, without any professional] help. 

How much does this all cost? Mr. 
Sealy says that single units can be 
built for less than $100, but he doesn’t 
advise a do-it-yourself approach. “Win- 
dows are your best salesman,” he said, 
“And a display must have a finished, 
professional look or it lacks appeal.” 
The Regal units were built to order 
by Herbert Rose, Inc. 614 West Fifty- 
first Street, New York City. 

How did he originally get the idea? 
Years ago; Mr. Sealy recalled, window 
trimmers used to dress up their dis- 
plays by having palm trees and as- 
sorted flora and fauna protruding out 
of the window. “But who wants to buy 
palm trees?” he remarked wryly. 

He kept the idea in moth balls until 
the right promotion came along. Regal 
Shoe Company is glad that he did— 
because they are selling more shoes 
faster because of his gimmick. 


New Topeka Store to Open 


TOPEKA, KAN.—Pay-Less Shoes, No. 
2, Inc., a shoe store soon to be opened 
on the corner of Sixth and Taylor, has 
been granted a charter. Capitalization 
of $25,000 was authorized. Incorpo- 
rators are Lillian D. Waddell, R. M. 
Troutman and Raymond Briman. 





Dates to Remember 


Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York City 
Aug. 19-22 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
Aug. 19-22 

Third Annual Merchandising Clinic, Na- 
tional Shoe Manufacturers Associa- 
tion, Waldorf-Astoria Hotel, New 
SE soos xy ah dw Vox ee 
Leather Show, Tanners’ Council of 
America, Waldorf-Astoria Hotel, 
Now Vath Cily 2. cise cs vaxes Aug. 21-22 
Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit ... Sept. 9-11 
Advance Spring Shoe Market Week, 
New England Shoe and Leather Asso- 
ciation, Hotels Statler and Touraine, 
Boston Sept. 30-Oct. 4 
Canadian Shoe and Leather Fair, Sher- 
aton Mount Royal Hotel, Montreal 
Oct, 7-10 


Annual Meeting, Tanners’ Council of 





































America, Edgewater Beach Hotel, 
National Shoe Fair, National Shoe 


Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad crags oil 
ngress Hotels, icago 

—— Oct. 28-Nov. | 
Shoe Fair, Northwest Shoe Travelers, 
Hotel Saint Paul, St. Paul, Minn.. .Nov. 3-6 
Spring Shoe Show, Tri-State Shoe Trav- 
elers, Hotel Statler, Buffalo ....Nov. 4, 5 
Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. Nov. 4-6 
Shoe Show, Southeastern Shoe Travelers, 


Inc., Henry Grady, Dinkler Plaza 
Peachtree and Piedmont Hotels, 
Atlanta pee _ Nov. 4-7 


Spring Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 
Des Moines, Ia. ee, @ i, Sle 

Spring Shoe Show, Indiana Shoe Trav- 
elers Association, Claypool Hotel, 
Indianapolis Nov. 11-13 

Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, 
Baker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. . Nov. 11-14 

Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
Hotels and Haas Building, agg is 
eles ae ....Nov, Hl 

Ps Shoe Show, Pennsylvania Shoe 
Travelers Association, William Penn 
Hotel, Pittsburgh ............Nev. 17-20 

Shoe Show, Pennsylvania Shoe Travelers 
Association, Hotel William Penn, 
Pittsburgh oe ep a eee 

Heart of America Shoe Show, Central 
States Shoe Travelers, ag 

illi Kansas City, Mo. 
and Phillips Hotels, ene sia 

Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City .....Nov. 25-29 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 

Dec. 2-5 

Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia... Jan. 12-16 

Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
A ee eee 
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The formal dedication of the David S. Hirschler Dental Clinic in the Boys Club of Norfolk is shown taking place. The 


clinic was established by employes and friends of Hofheimer's, Inc., 


in honor of Mr. Hirschier's seventieth birthday. 


Shown from left, are E, T. Gresham, club supporter; W. J. Harris, Hofheimer department manager and fund drive leader; 
David S. Hirschler, Nicholas C. Wright, president of the Boys Club, and Charles L. Kaufman, emcee. 


Norrotk, VA. — “An overwhelming 
and wonderful present,.’’ That’s how 
David S. Hirschler, president of 
Hofheimer’s, Inc., here, gratefully 
acknowledged the David S. Hirschler 
Dental Clinic, established in his honor 
at the Boys Club of Norfolk by the 
employes of the 18 shoe stores and 
outlets of Hofheimer’s, Inc. 

The idea for establishing the clinic 
was conceived several months ago by 
W. J. Harris, manager of the men’s 
shoe department in the downtown store. 
Aware of Mr. Hirschler’s interest in 
and activity in behalf of the Boys 
Club—he is its first vice-president— 
Mr. Harris asked Nicholas C, Wright, 
president of the club, what Hofheimer 
employes could do for the Club in 
recognition of Mr. Hirschler’s seven- 
tieth birthday July 5. Funds for the 
clinic, which cost about $5,000, were 
contributed by friends and employes 
of the two-state retail organization. 

Following the custom of the past 
five years, a birthday celebration and 
dance were held in the Club’s gym- 
nasium. About 100 Hofheimer employes 
and friends, as well as several hundred 
boys and. girls, were on_ hand, 
Prominent civic leaders spoke briefly 
at the dedication of the free dental 
clinic and lauded Mr. Hirschler for 
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his devotion to the Boys Club of Nor- 
folk these past many years. 

At 70, Mr. Hirschler is rounding out 
a career with Hofheimer’s that began 
in 1912. He joined the staff as a sales- 
man, moved up to manager of the 
chain’s second store, and after holding 
key positions of increasing importance, 
was elevated to the presidency in 1926. 
Mr. Hirschler is widely known in the 
industry. He has served on many 
national boards and advisory groups 
and he has been treasurer of the 
National Shoe Retailers Association 
for 16 years, 

In a letter of acknowledgement, 
which was sent to Bill Harris and 
fellow employes, Mr. Hirschler told 
them “It is an achievement to reach the 
age of 70 and there is an old saying: 
‘If the Almighty spares you, great 
surprises will come forth.’ One of 
the greatest surprises took place on 
the occasion of my birthday when I 
learned of the interest you accorded, 
and the sacrifice each and every one 
of you made, in contributing to the 
David S. Hirschler Dental Clinic at the 
Boys’ Club of Norfolk. I was simply 
overwhelmed, as I had no thought that 
such a venture would be possible but 
with your help it is now a reality. 

“T cannot thank you all in person 





but can express in words that through 
the 46 years I have served your com- 
pany, the close association and our 
friendship have been a_ source of 
genuine pleasure and happiness to me. 
Each of you has been a ‘friend’ in the 
finest sense of that term and I trust 
that during the remaining years before 
me I shall continue to merit and enjoy 
this relationship as long as we tread 
life’s highway together.” 


Penney Consolidates Shoes 


OMAHA—Women’s, men’s and chil- 
dren’s shoe departments will be ex- 
panded by a remodeling project just 
started at the J. C. Penney Company 
store, 104-110 South Sixteenth Street, 
which will add more than 25,000 square 
feet of selling space, according to 
Manager M. Cooper Smith. He said 
it will be a “major remodeling” that 
will take several months, but business 
will continue during the work. 

Included in the project will be re- 
facing the Sixteenth Street front with 
porcelain enamel. Fourth floor re- 
modeling will bring boys, infants and 
girls footwear departments together. 


New passenger elevators will be in- 
stalled and a motor stair will link 
third and fourth floors. 
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CHEYENNE, Wyo.—Western Ranch- 
man Ouitritters, Wyoming’s largest re- 
tailer of Western-styled footwear, re- 
ported a very successful promotion in 
its seventh annual “Dress Western” 
sale. Sol Bernstein, proprietor, pointed 
out that the sale was originated as a 
community service project as well as 
a merchandising event, and has caught 
the approval of Cheyenne people be- 
cause it furthers a project sponsored 
by the retail committee of the Chamber 
of Commerce to get more local citizens 
to dress Western for the benefit of the 
tourist trade. 


‘Dress Western’ Campaign Succeeds as Shoe Promotion 


city’s big rodeo, Cheyenne Frontier 
Days, by a few weeks. 

Volume sellers for the promotion 
were women’s cowboy boots at $6.95, 
men’s cowboy boots at $11.95, and 
Indian moccasins. Latter inciuded soft 
sole models at $2.95, hard sole at $3.95 
and children’s sizes at $1.95. Boys’ and 
girls’ cowboy boots also were in good 
demand at $5.95 for sizes 8% to 3, 
and $7.95 for sizes 3% to 6. 

A full-page ad and radio spots were 
used to announce the annual event, 
along with window cards and depart- 
ment streamers. Two-column to quar- 





The event was timed to precede the ter-page follow-up ads were employed. 
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“IN STEP 
WITH THE TIMES” 


The happy union of Foam and Sponge Rubber in an 
ideal combination support that will mean added CUS- 
TOMER SATISFACTION, REPEAT BUSINESS AND IN- 
CREASED PROFITS! 


YOUR COST: $1.00 PER PAIR (95¢ in Gross Lots) 
SELLS FOR: $2.00-—$2.25 PER PAIR 
| 
| 


A Thick Inlay of Foam Rubber over an extended area 
of the foot, affording mild support to the Metatarsal 
and Longitudinal Arches and cradling it in luxurious | 
comfort much as a foam rubber mattress cradles the 
body. Reinforced with a medium firm sponge rubber 
bottom to give added comfort to all points of contact, 
including the heel of the foot. Topping is cut from our [| 
new SCOTEX LEATHER—very flexible, uniformly thin, 
long wearing and beautifully finished. Insole perforated 
to allow free passage of air with every step—helps to 
keep feet cool and comfortable. SOLID COMFORT UN- 
EXCELLED IN A SINGLE SUPPORT! 


Each Pair attractively packaged and cellophane 
wrapped, Real sales appeal! 

Men's Sizes: 6-13 Incl. 

Ladies’ Sizes: 4-10 Incl. 
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Friendly Neighbor Helps 
Shoe Store in a Pinch 


CuHicaco—A friendly act by a neigh- 
boring business concern means that 
Joseph Salon Shoes will remain open 
for business without interruption dur- 
ing the construction of a new store. 

The firm’s lease had expired in the 
previous location at 544 North Michi- 
gan and the new building will not be 
ready until fall. The store was faced 
with the threat of having to remain 
closed. However, a neighboring firm, 
La Salle Casualty Company, located 
right across the street, made store 
space available. The store was able tu 
move in time for the July clearance 
sale and to set up displays of early 
fall shoes. 

The new building and store head- 
quarters will be located just two blocks 
away at Michigan and Huron Streets. 





Mart Shoes Opens Ninth Unit 


HUTCHINSON, KAN.—A new self-ser- 
vice shoe store, the Mart Self-Service 
Shoes, Inc., has opened for business 
here at 800 East Fourth Street. 

Occupying 3,500 square feet, the new 
store is air conditioned and has new 
decorations and shelves. All shoes are 
in open boxes arranged by sizes re- 
gardiless of style and cost, 

A score of chairs are available in 
the aisles for customers. Four clerks 
are on hand to help fit customers, espe- 
cially youngsters. 

Archie Spence, who has been with 
the Mart clothing store at 7 North 
Main for seven years, is manager of 
the new establishment. 

Hours are from 9 A.M. to 9 P.M. 
week days and 10 A.M. to 6 P.M. on 
Sundays. 

It is the first self-service shoe store 
in Hutchinson, and is Mart’s ninth 
store. There are six clothing and one 
shoe store in Wichita, and one clothing 
and one shoe store here. 





Shoe Board Selects ‘Most 
Glamorous Foot in Country’ 


BEVERLY HILLS, CALIF, — The "most 
glamorous foot in the country" belongs 
to “Millie,” and on the recommendation 
of the Shoe Board, a roundtable of lead- 
ing manufacturers and fashioners of 
shoes, her left footprint was impressed 
in a block of wet plaster for posterity. 

The star of television's "Meet Millie,” 
and Elena Verdugo in private life, she is 
five feet two and possesses all the as- 
sets of the lass in the popular song ex- 
cept eyes which are not blue—they're 
darker. 

The J. W. Robinson Company, one of 
the largest department stores in Los 
Angeles, invited Elena to the plaster 
ceremony after she was singled out by 
the Shoe Board. Then an artist painted 
the footprint golden. 

At the same time, a bevy of eight 
beautiful models in town, present at the 
ceremony, have formed an "I-have-met- 
Millie” fan club. 
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System Aids Handbag Sales 
During ‘Overload’ Conditions 


COLORADO SPRINGS, CoLo.—A new 
sales system designed to aid nine shoe 
salesmen during “overload” conditions 
has more than doubled sales of hosiery, 
handbags and similar accessories at 
Vorhes Shoe Company here, according 
to Roy Allen, general manager. 

With nine salesmen on the floor at 
all times, Vorhes is one of the largest 
shoe stores in Colorado, and as might 
be expected, carries a huge inventory 
of hosiery in three nationally adver- 
tised lines plus a wide stock of hand- 
bags. Every salesman, operating on 
the “up system,” can earn extra com- 
missions through good suggestive sell. 
ing of hosiery and matched handbags 
to his shoe customers. 

However, there are many occasions 
in which it is impossible for a shoe 
salesman to take the time to present 
hosiery or handbags to his shoe cus- 
tomers without keeping another cus- 
tomer waiting, Mr. Allen indicated. On 
busy Saturdays, during special sales 
and at the height of the tourist season, 
salesmen are hard put to it to take 
eare of their shoe customers. 

To make certain that every sales op- 
portunity is met, Mr. Allen utilizes two 
especially trained, efficient sales girls 
at a retail sales counter at the right 
side of the store where are displayed 
three brands of hosiery and more than 
15 styles of handbags. The two girls 
operate as cashiers, carry the wrap- 
ping load for the sales staff but have 
likewise been thoroughly trained in 
selling both hosiery and handbags. 

“Normally, each salesman takes care 
of his own hosiery and handbag pros- 
pects,” Mr, Allen said, “however, when 
he is rushed with customers he simply 
steps to the hosiery counter and sig- 
nals one of the two girls on duty to 
step out and introduces her to the cus- 
tomer. The salesgirl then takes over 
with suggestive selling of either hand- 
bag or hosiery or both as the case 
may be. 

Meanwhile, the salesman goes on 
with waiting upon the next shoe cus- 
tomer, secure in the knowledge that if 
the salesgirl successfully makes the ex- 
tra sale he will get full credit for it. 
In this way the salesman gets his full 
PMs for taking the trouble to suggest 
hosiery and handbags while the me- 
chanical aspects of making the sale 
are carried out by the salesgirl. 

No commissions are paid to the girls, 
who are working on a salary basis, but 
each can be depended upon to give the 
customer every possible help, 

“Since we started on this system,” 
said Mr. Allen, “we have never lost a 
potential hosiery or handbag sale, and 
the two girls sell approximately 50 per 
cent of the volume, the salesmen the 
other 50 per cent. We feel that we get 
a better coverage of the market in this 
way, and that we can depend upon bet- 
ter unit sales when the girls take over. 
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In today’s 
QUALITY-conscious 
Shoe Market 


Informative booklet 
sent on request. 
Tell us how many 
you need 


27 SPRUCE STREET 














Everyone likes the plan including the 
customer who usually hates to take up 
the time of another waiting customer 
to look at hosiery and handbags, but 
realizes that the girls at the front of 
the counter have plenty of time to wait 
upon them,” 


New Chain Store Sites 
Active in Los Angeles 

Los ANGELES — A new store will be 
opened in the new 45-acre Broadway- 
Anaheim housing center on the out- 
skirts of Los Angeles, by G. R, Kinney, 


If it doesn’t bear the VOTAN trademark, it isn't genuine leather 


GENUINE 
LEATHER 


is rapidly 
becoming 

the KEY to 
increased 
sales. 

Ask your 
Shoe Traveler 


| —he should know! 

-” The facts are available 
to him—and to you! 

VirGINIA OAK TANNERY 


SALES CORPORATION 


NEW YORK, N. Y 


“SUPERSOLE” 





Shoes. Two other chain shoe stores will 
occupy the same row of stores with de- 
partment, drug, variety and other na- 
tional chain stores, as well as many 
specialty stores, 

Leed’s Shoes, a major West 
chain, is having a new ultra-modern 
store built in the new 45-acre Broad- 
way-Anaheim housing center south of 
town, 

C. H. Baker Shoes, a major West 
Coast chain, is having a store built in 
a new 4b5-acre shopping center at 
Broadway and Anaheim boulevard in 
outlying Los Angeles. 


Coast 
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About Shoe People 


Vorhes Shoe Company in Colorado million dollar fire. The conflagration 
Springs, Colo., announced that Obele’s which burned up three-quarters of a 
Shoe Circle will be reopened when an- block in downtown Colorado Springs, 
other location can be found. The Obele amounted to more than a half a million 
store, formerly owned by Ed Obele, dollars in damage and gutted the Shoe 
was one of Colorado Springs’ largest Circle store to the front wall. Undis- 
and smartest downtown shoe stores. couraged, Lape Investment Company, 
Vorhes Shoe Company purchased the operators of the big Vorhes Shoe Com- 
store December 5, and had just com- pany, is currently attempting to make 
pleted restocking it with a complete arrangements for another downtown 
inventory of new shoes when the store location, into which the Shoe Circle, 
was completely destroyed by a half specializing in high style, better priced 
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lines of shoes will be able to be moved. 
* a cf 
Miller & Paine has relocated its 
Career Shop women’s shoe department 
at 181 South Thirteenth Street in Lin- 
coln, Neb., while the old “O” Street 
location is being remodeled. A 50-foot 
frontage on “O” Street, formerly occu- 
pied by the Career Shop and a photo- 
supply store, are being converted into 
space which will house an expanded 
men’s wear operation. Men’s shoes and 
apparel will be moved to the new sec- 
tion late this year, it was believed, 
The present location of the Career 
shoe shop was formerly occupied by 
Wee Moderns, children’s specialty 
store, It is in the department store’s 
13th Street addition. 
Space now being remodeled is in the 
seven-story “O” Street addition which 
was completed shortly before World 
War II. 
+ » * 
Maurice J. Aresty has been named 
general merchandise manager of the 
basement store and budget fashion de- 
partment of J. L. Brandeis & Sons de- 
partment store, where men’s, women’s 
and children’s downstairs footwear and 
women’s popular-priced fashion shoes 
will come under his supervision, He 
comes to Omaha after 10 years as a 
group merchandise manager for Man- 
del Brothers, Chicago. 


+ * . 


Dan Harrison has returned as man- 
ager of the Mary Jane Shoe Store, 200 
Westminster Street, Providence, R, I. 
He had been manager for 18 years, 
when he resigned to enter another 
business, He succeeds Edward Becker- 
meister who has been transferred to 
New York for the same company. 

+ + + 


George Frank, owner of the Lynn & 
Brockton Shoe Store in Waterbury, 
Conn., has moved the business to a 
new location at 60 South Main Street. 
The store is managed by his son, Joel 
Frank, 

+ oo + 

Robert N. Gagnon has been named 
manager of the Baker’s Shoe Store at 
906 South Calhoun Street in downtown 
Fort Wayne, succeeding Marion Hod- 
son, now assigned to one of the firm’s 
atores in Cleveland by Edison Brothers 
Stores, Inc. Mr, Gagnon began his 
career in 1947 and since that time has 
held posts successively of salesman, 
assistant store manager and manager, 
Prior to his new assignment, he was 
manager of a Baker unit in Detroit, 

+ + + 


Robert Stroud, shoe buyer at Rob- 
eraton’s, South Bend, Ind., for two and 
a half years, has joined Wasson’s, In- 
dianapolis department store, as buyer- 
manager of the third floor shoe salon, 
as well as the girls’ and children’s shoe 
departments, Paul Holtseclaw will be 
assistant manager, 

+ + + 


Robinson's has opened a new and en- 
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larged women’s shoe salon on its third 
floor in Hamilton, Ont. The department 
features a salon atmosphere in elegant 
surroundings, 

* * + » 

Thomas Scanlon of the sales staff of 
the J. L. Hudson Basement Store chil- 
dren’s shoe department in Detroit has 
been promoted to executive trainee in 
the department. 

+ ” “ 

Herman Meyer, who has represented 
the Friedman Shelby Shoe Company in 
the Detroit area for about a quarter 
century, has moved into new display 
room at Suite 310-311, Park Avenue 
Building. The new setup gives Mr. 
Meyer about double the former office 
and display area for his line. 

+ + CT 

Jerry Wigley has acquired full own- 
ership of Jackson’s Walk-Over Shop, 
110 East Las Olas, Fort Lauderdale, 
Fla., from Fonda Jackson. The store 
will now be known as Jerry Wigley, 
Shoes. The same business policy will 
be followed by the new owner, 

+ ” an 

Paul R, Hausner and Clarence EF. 
Seibel have dissolved their partnership 
in the business of C, Seibel’s Better 
Shoes of 109 Cayuga Street, Fulton, 
N, Y. The store name will remain as 
before. The only difference will be that 
Clarence E, Seibel remains as the sole 
operator and owner, 

+ * * 

Frank P. Ricea, Jr., has been ap- 
pointed manager of the Baker’s Shoe 
Store in Dallas, He was formerly man- 
ager of the firm’s branch in Houston, 
Tex, 

+ * * 

Manual Altman has been prometed 
to manager of the Edison Brothers’ 
Burt Shoe Store in the Northland 
Shopping Center, St, Louis, succeeding 
William George, who has been assigned 
to manage the firm’s shoe store in 
Louisville, Ky, 

* + oo 

The fifth GallenKamp Shoe Store to 
open in Utah is in the new shopping 
center at 8750 South and State Street 
in Salt Lake City, B, L, Bliman, district 
manager, said that Robert Swift, of 
Provo, will manage the new store, Mr, 
Swift joined GallenKamp’s in 1954, The 
new building will have a feature unique 
in Utah—-a special children’s play- 
ground with slides, distorted mirrors 
and a carousel, 

eo + %* 

Clyde 8, Grossi, 2184 Ridgeview 
Road, Columbus, O,, has been named 
manager of the Selby Shoe Store at 42 
East Broad Street, He has been man- 
ager of the Selby store in Portsmouth, 
O,, and has had 17 yeara of experience 
in the retail field, moat of it with In- 
teratate Department Stores at Hunting- 
ton, W. Va,, and Paducah and Louis- 
ville, Ky, He is married and has a 
nine-year-old son, 

** * 


Lloyd M, Dickens, who for 15 years 
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was business manager of the Commu- 
nity Hospital in Upland, Calif., has 
purchased the Burton’a Children’s Shoe 
Store at 1627 North Garey Avenue, 
Pomona, He has changed the name of 


the store to Junior Town Bootery, 
+ + o 


co + + 


Wes Bancke has purchased Day's 
Foot-so-Port Shoes at 219 Pine Street, 
Seattle. from Clarence L, Day. Mr, 
Day, who has been in the shoe business 
for more than 20 years, haa retired, 
Mr, Bancke was formerly associated 
with Mr, Day and haa taken over 
complete control of the business, He 
has added some new perforated and 
ventilated atylea not carried before, 





MRS. DAY'S Gleal BABY SHOES 


REMEMBER > IF mene Saad ® . THEY'RE CORRECT 


1OFO MERCHANDISE MART 
CHICAGO 44, ILLINGIS 





edtium, Wide, . , Sizes 
9-8 including 44 sizes. 





MRS, DAY'S IDEAL BABY SHOE CO.,, INC, * DANVERS, MASS. 


670 MERCHANDISE MART 
DALLAS, TEMAS 


The Stetaon Shoe Store in Seattle 
recently ran two newspaper ada on 
men’s toeleas shoes with surprisingly 
good resulta, according to Norman 
Klaysky, manager, These have been 
purchased as an “extra pair” by many 
men in the Seattle area, He said the 
toeless models in the store’a windows 
helped pull traffie into the store, 


* * + 


The Shoe Salon at the Bon Marche, 
Seattle, ia currently undergoing re- 
decorating as part of the overall store 
policy of enlarging and expanding ser- 
vicea of various departments through- 
out the store, according to F, EB, Sul- 
livan, buyer, 
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the longest line of boys’ shoe styles in the 





Wells & Frost Remodels 
Street-Floor Shoe Sections 


LINCOLN, Nep—-Wells & Frost has 
completed remodeling its street-floor 
shoe department to include a new com- 
fort footwear department for women 
and a relocated men’s dress shoe de- 
partment. 

The comfort shoe section has 12 
chairs and is carpeted, It has three 
shadow-box displays. Twelve blonde 
wood, natura) finish display fixtures 
with four shelves each have been 
installed along the aisle as dividers 
for both the comfort section and the 
relocated men’s dress footwear depart- 
ment, The latter has nine chairs and 
also is fully carpeted. 


ss Jack Wells, president, said the re- 


modeling gives added space for 
women’s style shoes as well as chil- 
dren’s footwear. A downstairs depart- 
ment will continue to carry work shoes 
and men’s and boys’ popular-priced 
dress shoes, along with the Western 
footwear shop. 

W. Russell Fox, is merchandising 
manager for all footwear departments 
and head buyer. 


Chains Like Miami Sites 


MIAMI, FLA.—More and more the big 
chain stores are finding the Miami 
area a good place to open a shop. 
Among the latest to announce their in- 
tention of opening during the summer 








KEEP ABREAST OF YOUR 


MANUFACTURER'S ADVERTISING 


and Merchandising Plans 


. . » IN THIS ISSUE 
. » « And in EVERY Issue of 


BOOT AND SHOE RECORDER 


WATCH FOR IT! 


ELASTIC 











92 











LOOP CORP., a1 W 24th Stree 


is the Melville Shoe Corporation, mak- 
ers of Thom McAn line. 

They have leased a new shop on 
Miracle Mile, Coral Gables, and wil! 
open as soon as the building is com- 
pleted. Almost next door to the Thom 
McAn shop will be the Cannon Shoe 
Store. The firm has leased the ground 
floor of the Coral Way Hotel. They 
have now 106 stores in operation. Thom 
McAn has a number of stores in the 
community, but this new one will be 
the largest they operate. 

On Lincoln Road, Miami Beach, 
Chandler Shoe Store, a division of 


Edison Brothers, Inc., of St. Louis, has 
leased a shop and will open soon. 
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Gude's Shoe Store in Los Angeles recently really got its summer-lightweight-shoe 

message across to prospective customers by floating California lightweights in a 

simulated pool in the window display. Grass mats and a maritime hawser add to 
the illusion in this clever display, credited with creating enormous traffic, 


Los ANGELES—An unusual window 
display of Gude’s Shoe Store at 422 
West Seventh Street, here, served to 
highlight the cool comfort of summer 
lightweights, as well as to tie them in 
paychologically to summer fun, 

A miniature kidney-shaped pool was 
constructed and filled with water, Sur- 
rounded by grass mata and complete 
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_ » We Offer Quality Jobs, Cancellations 
‘and Closeouts in Branded Footwear to 


even to a amall ladder, a selection of 
featherweight footwear made by Brief 
Shoe Company was floated on the aur- 
face of the water, 

The “Brief of California,” made here 
in Los Angeles, is an extremely light 
weight shoe running somewhat under 
aix ounces. Soles are of a nylon thread 
material which looks and feela like 


for values! 
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Open a Cancellation Shee Store in Your Town 
Our New Store Consultants Will Help You Set Up a Profitable Operation 
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sponge rubber, Uppers are of care- 
fully planed hides. They are of full 
construction, using counters, full lin- 
ings, and other conventional features, 
yet materials are so carefully selected 
that light weight is maintained. On 
the foot, they feel more like a fine 
glove than a shoe, 

Due to the tight construction, the 
shoes floated on top of the water for 
days even though no special prepara- 
tion was made. Briefs were placed in 
the pool exactly as they came from the 
boxes. The unusual display brought 
tremendous traffic into the store, First, 
patrons asked questions about how it 
was done; secondly, they came to see 
and handle the shoes. Gerald MecClen 
don, store manager for Gude’s, reports 
the shoes have been one of the hottest 
selling items they have ever had in 
the store, 


Sixth Drive-In Set for KC 
KANSAS CIty, MO.—-Midweat Drive- 
In Shoea, Ine., will open its sixth outlet 
in Greater Kansas City at Eighty 
fourth Street about Auguat 1. The 
shoe firm will have a one-atory build 
ing with 56,000 aquare feet, The build 
ing will be air-conditioned. Parking 
for 50 cara will adjoin the atructure, 
The Midweat company, founded here, 
now has operations in aix states, The 
company ia said to have pioneered 
company reputedly pioneered drive-in 
self-service shoe sales operations, 


Our prices on fine shoes, 

bought direct from the best known 
makers are in line with our 
nationwide reputation 


} 


M. K. WEIL 
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the longest MARK-UP in the boys’ shoe 


Financial News 





Edison Net Up 9 Per Cent 


St. Lovis—Edison Brothers Stores, 
Inc., reports consolidated net sales of 
$8,047,738 for the month of June, as 
compared with $7,390,198 for June 
1955. This represents an increase of 
$657,540 or 8.90 per cent. 

For the six months ended June 30 
sales amounted to $42,592,799 as com- 
pared with $42,156,419 for the same 
period last year. This is an increase 
of $436,380 or 1.04 per cent. 

The 270 stores in operation June 30 
1956, compares with 258 a year ago and 
267 at December 31, 1955. 





H. C, Godman Records 
Higher Fiscal Net Profit 


Cotumsus, O.—The H. C. Godman 
Company, shoe manufacturers here, 
reported a net profit of $90,701 for the 
28 weeks of its current fiscal year 
ending June 16, 1956, This compares 
with a profit of $75,914 for the com- 
parable period last year. 

For the full year ending June 16, 
the company had a profit of $154,372 
against a profit of $107,008 for the 
year ending June 18, 10956. 

The unseasonable Easter season this 
year caused a decline in the company’s 


retail sales and profits, said J. L. 
Davis, treasurer, but he added that a 
marked improvement in manufacturing 
operations more than offset the drop 
in retail profits, 

During the past 28-week period the 
company paid two dividends of 37% 
cents each on its preferred stock. 
Directors declared another 37% cent 
dividend July 3 on the preferred stock 
payable July 13 to shareholders of 
record on July 10. 


Letters 
to the 
Recorder 


Independent Retailer Finds 
Shoe Shows Indispensable 


Editor, Boor and Snow Recorpen: 

It is with a great deal of interest 
that I read your Editorial Outlook on 
“Can Education Bring More Buying 
Action to Shows?” 

I apeak for myself as an independent 
owner-managed shoe store, I like the 








shoe shows because they give me a keen 





insight into what is going on in the 
shoe world. 

They give me an opportunity to look 
over as many lines as possible and then 
compare. After we have looked over a 
variety of lines in our own grades, we 
can buy with more confidence. 

We feel that shoe shows are an abso- 
lute necessity with ua—it is more than 
worth our time to attend. Then at the 
same time, we have the opportunity of 
looking at the windows of the various 
shoe stores in the town in which the 
shows are held. We also go into the 
stores, speak with the managers and 
browse through the shoe departments. 
We find the shoe shows extremely help- 
ful and seldom miss those in our cate- 
gory of merchandise. 

Mose Lemowirz, 
M & L Shoe Store, 
York, Pa. 





Buffalo Shoe Retailers Outing 


BurraLo, N, Y.—Annual outing of 
the Greater Buffalo Shoe Retailers As- 
sociation is scheduled for August 15 at 
the Lamm Post of the American Le- 
gion in Williamaville, aecording to 
John N, Mueller, Jr., association head, 

On the program are refreahments 
and sporting events throughout the 
afternoon, climaxed by dinner, Benja- 
min Etkin and Joseph Kirschoff are 
co-chairmen, 
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July Clearances Shove Omaha Pairage Sales Up 


OMAHA, NEB.—July clearance sales 
put footwear pairage sales in Omaha 
for the month well up to last year, 
buyers at four stores reported, June 
business also was up to or slightly 
ahead of 1955, bringing shoe business 
for the year to date about even with 
last year’s figures. Worst month was 
April which dropped as much as 15 
per cent below that month in 1955, 

July and late June sales were very 
food unit-wise, according to buyers, 
Fabric play shoes and tennis shoes for 
boys were in good demand. Children’s 
fabric play shoes sold ahead of last 
year at an average retail price of 
about $2.08. Fabric casuala alao did 
very well in the women’s and older 
girla’ field at $3.98 and up, Two buyers 
of men’s shoes said more fabric shoes 
were sold to Omaha men than a year 
ago. 

Sandals and open pumps led the paat 
month’s selling to women, July clear- 
ance offerings reportedly were a little 
heavier than a year ago, One chain 
atore manager declared he was loaded 
on women's flatties and wedgies, His 
clearance stock contained over 2,000 
pairs, all in summer styles and colors, 
price-reduced up to 50 per cent, 

Browns and tana showed greater 
atrength in men’s shoe departments 
this season than last year. Black and 
charcoal shades continued to move well, 
however, 


Work shoes held up to last year’s 
selling pace despite a retail price in- 
crease of $1 to $2 per pair. Farmers 
were buying less, one buyer noted, al- 
though recent rains have helped loosen 
rural pursestrings a bit. Biggest assist 
in the work shoe business has been the 
continued high level of construction 
work and industrial expansion. 

Best selling price in work shoes was 
listed as $9.95 as compared with $8.05 
a year ago. Not too much resistance 
to higher prices was noted, but one 
buyer said he would have lost a lot of 
business had he not put in a new line 
to retail at $8.05. The latter had no 
ateel shank and was plainly inferior to 
the $9.95 shoe, he pointed out, but a 
growing segment of the trade appears 
to be seeking price. 

Another work shoe department man 
ager asserted that customers still are 
demanding comfoft features, Cork 
rubber soles along with Neoprene, 
cushion insoles and built-in arch sup- 
porta are insisted upon by a majority 
of industrial and farming patrons, 
Moiature-impervious insolea are an im- 
portant selling point, 

Lightweight work oxforda and six. 
inch-top shoes have been more in de- 
mand than ever before, according to 
apokeamen in two stores, Acid and 
grease resistant soles on lightweight 


work footwear have reaponded excel. 
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lently to promotion, Factory workers, 
construction, filling station, packing 
plant, trucking and other outdoor 
workmen have all been good customers. 

A chain store indicated it has done 
very well this summer promoting a 
Neoprene-sole, lightweight shoe and ox 
ford as a tie-in with matched pants and 
shirt sets, The footwear was priced at 
$8.90, 

One store is doing a good job with 
corrective work footwear at $16.95 for 
either shoe or oxford. 

Boots were still selling in July, one 
buyer stated. Vacationers as well as 
construction and other outdoor work- 
era have purchased the high-tops at 
$12.95 to $22.95, but moatly in the 
$12.95-$16.95 range. 

Weatern footwear sales reportedly 
were off from last summer, Fair de. 
mand atill exista in the juvenile cate- 
gory, 

Work shoe inventories were listed 
as about the same as last year. Omaha 
atores keep stocks about balanced the 
year-around except for peaking boota in 
the fall, 


Grant Charter in New Orleans 


NeW ORLEANS, LA, — Avenue Shoe 
Store, Ine,, 107 Camp Street, thia city, 
has been granted a charter by Secre- 
tary of State Wade Martin to operate a 
ahoe atore, Authorised capital atock 
ia $10,000, 
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NO. 1 BEST SELLER 
FOR SCHOOL and EVERYDAY 


America’s Greatest Boys’ Shoe Value because 
ROYAL CADETs retail for only $5.95 to $7.95 yet 


give you: grain-leather innersoles, fine composition 


outersoles, full-leather quarter linings, top-grade 
leather uppers, Pacifate-protected cloth linings, 


proven lasts and Genuine Goodyear Welt construction, 


OVER 90 STYLES IN-STOCK FOR IMMEDIATE 


Royal Cade? Div 


‘CHRIS L 


AGANAS SHOE COMPANY 
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Sizes 12 to 2; 2% to 6; 6 to 11 
in B, C, and D widths. 
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Obituaries 





Patrick T., Hogan 


St, Lovis — Funeral services were 
held July 9 for Patrick T. Hogan, re- 
tired superintendent of Queen Quality 
division of International Shoe Com- 
pany. Burial was in the National 
Cemetery at Jefferson Barracks. 

Mr. Hogan, 76 years old, died at 
Incarnate Word Hospital of complica- 
tions resulting from a hip injury suf- 
fered June 29. Born in Cork, Ireland, 
he came to the United States as a 
young boy. Mr. Hogan, a Spanish 


American War veteran, was employed 
by International Shoe Company for 
more than 20 years, the last 17 of 
which he served as superintendent of 
Queen Quality. He retired in 1946, 

Mr. Hogan is survived by his widow, 
six sons and one daughter. 


Jacob Levy 


SCRANTON, PA,—Jacob Levy, 821 
Clay Avenue, a central city shoe whole- 
saler more than half a century, died 
after a long illness, 


He was owner of B. Levy & Son, 305 
Penn Avenue, one of the oldest whole- 
sale shoe houses in the United States. 
Born in Austria-Hungary, he lived in 
this city 71 years. His father, Ben- 
jamin, founded the wholesale shoe 
firm in 1888 in the Bellevue section. 
The firm was moved to its present loca- 
tion in 1900 and Mr. Levy joined the 
concern in 1902, 

He was a charter member of Temple 
Israel and served as ita treasurer for 
23 years. He was a member of B'nai 
Israel Congregation; Amos Lodge, 
B'nai B'rith, the Zionist organization 
of America, and the Jewish Commu- 
nity Center. 

Mr, Levy had been active in Masonic 
circles here for years and was a mem- 
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sani-white 


SELLING PREMIUM WHITE 
SHOE CLEANER IN THE NATION! 


Nationally Advertised on TV and in LI F E 
f ve, Post, » FN, Parents, 
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ARMOUR LEATHER COMPANY 


An original genuine shrunken grain aniline 
Kip with distinctive pebbled pattern 
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NO. 1 BEST SELLER 


FOR STYLE and DRESS 


Every pair of ROYAL CADETs is Goodyear Welt! 
Every pair crafted as carefully as shoes selling 
for dollars more! Every pair made of top-quality 
leathers with leather quarter linings, 
grain-leather innersoles, finest composition 
outersoles, Pacifate-protected cloth linings. 
And priced to retail from $5.95 to $7.95. 





Royal Cadet Division 


OVER 90 STYLES IN-STOCK FOR IMMEDIATE 








CHRIS LAGANAS SHOE COMPANY 


ber of Keystone Consistory and Irem 
Temple Shrine, Wilkes-Barre, He had 
been affiliated with the old Team 5 of 
the Community Cheat, now the Lacka- 
wanna United Fund, and served in nu- 
merous drives of the United Jewish 
Appeal. He also served some time on 
the board of directora of the Jewish 
Federation, Mr. Levy’s wife, the for- 
mer Mary Feuerman of Wilkes-Barre, 
died in April, 1055. 


Morris C, Austin: 


MANCHEaTER, N. H.—Morris C. Aua- 
tin, former proprietor of the G. W. 
Dodge Shoe Company store on Elm 
Street, one of the city’s oldest business 
establishments, died at his home at 109 





ai» 
One pair—or another 3 MILLION pairs— 
from now, no retailer will i 
ever have to take 


1¢ in markdowns 


on the 


© 1956 WELLCO SHOT 
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Liberty Street, 







Corp., Waynesville, N. C. 


here, on July 6, 

Mr. Austin was a native of nearby 
Gofftown and was associated with the 
local shoe store for more than 60 years 
prior to his retirement in 1952, 

He was a member of several Masonic 
organizations, including New Hamp- 
shire Conaistory, Thirty-second Degree, 

Survivors include his widow, Mrs, 
Abbie B. Auatin; a daughter, Mra, 
Pauline A. Smoot of Carlisle, Pa., and 
a sister, Mra, Mabel Pattee, 


Albert W. Dillman 


BINGHAMTON, N, Y,—Albert W, Dil! 
man, 79, director of Endicott-Johnaon 
Corporation’s Father and Son shoe 
stores, died July 6 at Ocean City, N. J., 






















2-EYELET MOC-TOE 
#1977 ..... Black 
#1972 Red Brown 
#1988 Black Grain 
Sizes 12 to 2; 2% to 6; 6 to 11 


in B, C, and D widths, 


DELIVERY 


LOWELL, MASSACHUSETTS 


while on vacation, Death was due to a 
coronary thrombosis, 

Mr. Dillman, a resident of this city, 
had been associated with Endicott 
Johnson since 1930, Previously he was 
with the Hanover Shoe Company from 
1901 to 1921, and president of the Tri- 
Flex Shoe Company from 1921 to 1930, 


William P, Blsee 


St, Lovts—William P, Hess, who re- 
tired 20 years ago as service manager 
for United Shoe Machinery Corpora- 
tion, died July 11 at Veterana Hoapital., 
A veteran of the Spanish-American 
War, Mr, Heas waa 83 at the time of 
his death. Burial wae in Laurel Hill 
Cemetery, 
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MOST STORES USE 


the DISPOSABLE try-on socks 


Order now from your jobber, or write for free sample 


D & K COMPANY, Inc. 


430.K West State 
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ithaca, N, Y. 
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AUTHENTIC MAJORETTE 


BOOTS 


STYLE 7611... Ladies’ 
Sizes 3% thru 10 
"A" &'C" widths 

Priced at $4.75 

STYLE 6611... Misses’ 
Sizes 12% thru 3 
"B&D" widths 

Priced ot $3.55 

CHILDREN’S... Sizes 

8% they 12—''D” 


wi 
Priced at $3.55 





INFANTS’... Sizes 4 
thru 8—''D’ width 


Priced ot $2.95 










IMustrated Catalog 
On request, 


In white, with tassels 
of any scheol color 
oF combination. 


Made by folks who know fine bootmaking 


ACME BOOT COMPANY 
en Tennessee 


sssordes KING® BOY RANGER 


~—-GOODYEAR WELTS 


£71239 Brown U Wing Stitched 
Sizes 1-7, Widths ABC DE 
price $4.10 Wer. 























Celebrating our 
25th Anniversary 





THE NATION’S FINEST 
CANCELLATION SHOES 











RETAIL about $6.95 | 

The FOOT-KING BOY | 
RANGER line is stocked in | 
more than 40 styles, sizes | | 
to 7. Widths range from A | 
to &. Superior leather line | 
ings. Solid grain leather | 
insoles, Anti-Pungus drill 
linings. Retail about $4.96 


to $7.95. 













FOOT-KING REG-E- 
STURD® BOYS’ SHOES: 
Soles quaranteed 4 months or 
@ new pair free. Sizes | to 7, 
A te £. Retail $7.9. 


FOOT-KING® MEN'S GOODYEAR WELTS 
—Gbout 100 fast styles and staples in stock 
including Shu-Loks, Sizes 6 to 12, Widths 
range from 6 fo ERE, Retail $7.96 to $9.%. 











® 
FOOT-KING MEANS BUSINESS! 


A. S. KREIDER & SON CO, _,,D". 8! 


Palmyra, Pa. 
























2 ‘Swan 


FOR LUXURY AFOOT 


VELASTIC 


For winter's most luxurious leisure— Swan's 

Velastic is designed from soft, clinging, elasticized 
velvet, with gold kid strap. #5873 

in stock, black, red, royal velvet. 
Retails about $7.95 


Also available # 5872 

with contrasting 
leather strap, 

to retail about 

$6.95 
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Salesmen a Supplier 


Bristol Shoe Plant to be Built in Puerto Rico 





Production of Saddle Oxfords and Hand-Sewn Moccasins Expected 
to Run About 3,000 Pairs—Cost of Operation Estimated at $450,000 


Sr. Lovis—Bristol Shoe Corporation, 
Ponce, Puerto Rico, has completed 
plans for the construction of a quarter- 
million dollar building in Ponce to 
house production of saddle oxfords 
and hand-sewn leather moccasins. 
Announcement was made by Robert A. 
Bristol, president of Foot Mita, Ine., 
manufacturers of children’s shoes in 
Ponce, and president of the new 
affiliate, Bristol Shoe Corporation. 

Two members of the executive staff 
of the Puerto Rico Industrial Develop- 
ment Company, Mariano H. Ramirez, 
general counsel, and Arturo T. Braschi, 
assistant vice-president, finance, came 
to Monett, Mo., in July to negotiate 
the contract for the erection of the 
new 38,000 square foot building, due 
to be completed by the end of this year, 

Hand-sewn moccasins are at present 
being produced at the rate of 700 pairs 
a day in a temporary factory plant 
leased while the new plant construction 
is in progress, Equipment for saddle 
oxford production left St. Louis July 
25, with patterns forwarded earlier so 
that cutting could proceed and be 
ready for heavy equipment arrival, 
Saddles are expected to be in produe- 
tion by the first week in August, 

Moccasins and saddles made in Ponce 
will be distributed by the parent com- 
pany, Vaisey-Bristol Shoe Company 
under the trade name of Jills by 
Jumping-Jacks, All styles will be made 
in sizes 4 to 11, widths AAAA to C 
and will retail for $7.95, Since Vaisey- 
Bristol formerly handled only chil- 
dren's shoes, the all-age, mother and 
daughter sports line is an innovation, 

Joseph McCaffrey, vice - president 
and sales manager for Vaisey-Bristol 
Shoe Company, reporta that extensive 
advertising plans are under way for 
the new line, with back cover ada in 
four top national publications tenta- 
tively scheduled, A special carry-out 
container has been designed for Jills 
by Jumping-Jacks by the Gardner 
Board & Carton Company in Cinein- 
nati, 

Production capacity at the new 
Ponce plant is expected to run about 
3,000 to 3,600 pairs a day, with ap- 
proximately 250 workers employed 
there, Construction cost of the building 
is estimated at $250,000, with an ad- 
ditional $200,000 equipment coat, 
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More Than 50 Per Cent Rise 
Touches Off Prima Expansion 


CoLuMBuUs, 0. A sales increase in 
excess of 50 per cent for the first half 
of 1956 for Prima Theatrical Foot- 
wear, Inc., here, was reported by Mark 
B. Deitsch, president. 

In order to meet this increased de- 
mand, Prima Theatrical, one of the 
world’s largest manufacturers and dis- 
tributors of dance footwear, is greatly 
expanding its production. In addition 
to doubling the production facilities of 
the factory at 547 Wager Street, 
Prima has also added a new instock 
warehouse at 774 Ann Street in order 
to carry a larger stock of shoes on the 
floor and thereby speed up deliveries. 
In addition, Prima Theatrical found it 
necessary to reactivate the facilities of 
the Prima Footwear plant at 705 Ann 
Street to get needed additional produe- 
tion, 

Mr. Deitach credita the development 
of the right and left pleated toe ballet 
lines, original creation of the Elasti 
flex construction for ballet slippers and 
the introduction of square dance shoos 
and Mooda for this substantial increase 
in volume, All of these new itema fea- 
ture the Prima classic ballet lasts and 
“Glovea for the Feet,” fit and softness 

Prima Theatrical has alao realigned 
the sales territories in order to give 
full representation over the = entire 
country. Additional salesmen have 
been added to the staff and are pres- 
ently covering their territories, 

An expanded advertising and promo 
tion program has been launched on all 
lines manufactured by Prima Theatri 
cal Footwear, Ine, 


Mel Adeloon Joins Crescent 


Pranopy, Mass, — Mel Adelson, 
formerly of Korn Leather Company 
here, and well-known in the leather 
finishing industry, has joined the sales 
ataff of the Crescent Chemical Com- 
pany, also of Peabody, 

Mr, Adelson, who has a B.S, degree 
in Chemical Engineering, has had 
many years of finishing experience and 
has served as a consultant for several 
firma on resin development and auto- 
matic finishing equipment. He brings 
to the firm a wide technical back- 
ground in leather finishing. 


Cavalier Raises Price 
On Basic Shoe Polishes 


BALTIMORE — Announcement was 
made July 10 of a price increase in the 
basic lines of shoe dressings manufac- 
tured by the Cavalier Company, to take 
effect August 1. 

Cavalier’s standard line, including 
Boot Creme, Color Renew, Leather 
Wax, and a number of white and suede 
dressings, will be priced at 80 cents 
per package, retail, five cents more 
than the current price. 

Cavalier’s de luxe line, consisting of 
larger sizes of the same basic dress- 
ings, and specialties used on novelty 
leathers and fabrics, will be priced at 
55 cents per package, an increase of 
five cents. 

William Hoehn, sales manager, in 
announcing the increases, noted that 
the new prices provide for a_ better 
mark-up at retail, In the 30-cent pack- 
age, the margin will be 44% per cent; 
while the de luxe 55-cent goods will 
carry a 54% per cent mark-up, includ- 
ing the retail shoe salesman’s profit of 
10 cents per package, 

Cavalier’s 32-year policy of selling 
only through department stores, shoe 
stores and repair shops will continue 
to be maintained, Distribution is 
through shoe findings wholesalers 
throughout the country. 

The company plans increased promo- 
tion of its full line, as well as several 
new dressings to be introduced this 


fall, 





Solnit-Buckingham-Hecht 
Marks Hundredth Birthday 





Although this 1909 men's boot may fit 
Virgil Casey, Buckingham-Hech? sales- 
man, left, he seems definitely to favor 
the line he represents in 1956, as being 
held out to him by Fred Denworth, sam- 
ple room salesman for the firm in San 
Franciseo, Mr. Casey, Jack Schindler, 
center, and Mr. Donworth were in Los 
Angeles at headquarters of Solnit- 
Buckingham-Hecht for the hundredth 
birthday Buckingham-Hech? sales confer- 
ences, All were salesmen covering the 
northern California territory, 
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MOXEES 


An opple may do the trick for the late pupil, but 
it can't do a thing for the late buyer. Either you've got it when 
the kids are there, or they're going to get it 
elsewhere. There's still time — you can still check the longest 
line of in-stock $6.95-8.95 school shoes in the 
country — Moxees — but do it today, before it is too late! 


Moxees 





America’s Leading Footwear Value  manviecured by the Belgrade Shoe Company, Auburn, Me. 


In Canada: Muewater Shee Co. Hollend Lending, Ontario 


Randolph Co. Welcomes Reese J. Wood to Its Bemme 


RANDOLPH, MASs.—Harry J. Wood, 
formerly vice-president and member of 
the board of directors of the G. R. 
Kinney Corporation, New York, has 
joined Randolph Manufacturing Com- 
pany as a vice-president and director, 
it was announced by Joseph Cohen, 
president. 

Randoiph is a manufacturer of vul- 
canized canvas footwear, including 
casuals and basketball shoes for men, 
women, and children. 

Mr. Wood, who assumed his new 
duties July 1, retired from the Kinney 
firm with which he had been associated 
since 1914, He had been elected a direc- 
tor in 1925. In 1930 he became vice- 
president of the shoe chain. 

Mr. Wood was recently honored as HARRY J, WOOD 


the “Man of the Year” by The 210 
Associates, the industry’s national 
philanthropic organization. During 
World War II he served as member of 
the War Production Board, Office of 
Civilian Requirements, as a consultant 
on the country’s emergency footwear 
needs. 

In his new post Mr. Wood will serve 
the volume retail field in an executive 
sales capacity. He will also assist 
Randolph in styling and merchandising 
its products. Mr. Wood expects to open 
New York offices for the company 
within a short time. 


Kelley & Sweeney Leather 
New England Representatives 


Boston—Kelley & Sweeney Leather 
Company, leather and leather products 
distributors, have been named New 
England representative for Prosper 
Shevenell & Son, Inc., Dover, N. H. 
and Clarence Walker & Company, Inc., 
of Haverhill, Mass., it has been an- 
nounced by John L. Shevenell, trea- 
surer of both corporations. 

The Kelley & Sweeney company con- 
sists of Charles W. Sweeney, who nor- 
mally covers the New England terri- 
tory north of Boston and James J. 
Kelley whose territory is the south 
shore. 

Prosper Shevenell & Son, Inc., which 
was established in 1909 by the present 
treasurer and his father, is one of the 
country’s largest manufacturers of 
quality shoe counters made of both 
leather and fiber. The Clarence Walker 
company manufactures both flat and 
molded leather counters of all types 
for men’s, women's, misses’, child’s and 
infants’ as well as single piece wedges 
of leather and shanks for high-grade 
cement shoes, 


Red Ball Awards Midget Cars 
To Radio Promotion Winners 


CLEVELAND—Red Ball Shoe Company 
conducted one of the moat successful 
contests ever held locally on WEWS, 
with over 25,000 entries received and 
only three spot announcements a week 
devoted to contest. 

The contest, recently concluded, con- 
sisted of spot announcements made on 
WEWS “Dinner Theater” program, 
with contest details worked out by 
Wally Bruee, local Red Ball represen- 
tative. Prizes consisted of two midget 
versions of the Thunderbird to go to 
the winning boy and girl, 

Winners were Jimmy Terman, age 
8, South Euclid, O., and Rosemary 
Brickman, age 9, of Cleveland, who 
were presented with their midget 
Thunderbirds by Bruce and Bert Gar- 
finkel of Garfinkel Shoes, Cleveland, 
on the WEWS “Dinner Theater” pro- 
gram, 
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SHOES OF THE 


FUTURE 





ED RICKMAN 
Owner 
FOOT-SO-PORT SHOE STORE 
Saginaw, Michigan 


Mr. Rickman began his career sell- 
ing shoes in a Wisconsin Rapids, 
Wisconsin store and has been a 
member of the Foot-so-Port family 
for some twenty years, He moved 
to Saginaw in January, 1945 as 
operator of the Foot-so-Port store 
there and in September, 1947 be- 
came the owner. 


Mr. Rickman says, “My connec- 
tion as an operator came through 
an ad in the Boot & Shoe Recorder 
. ++ Lhave been very happy selling 
Foot-so-Port shoes and a very im- 
portant thing... 1 made money... 
I know of no other line of shoes 
that could consistently do that for 
me... my business has increased 
and thereby ... my income every 
year... 1 can certainly recommend 
to any man... to get hold of a 
Foot-so-Port Franchise. If he fol- 
lows through with , . . the advice 
and promotional ideas the Com- 
pany furnishes, he won't go wrong.” 


xk * 


If you are interested in joining the 
Foot-so-Port organization, write for 
your free copy of “The Inside Story 
of Foot-so-Port Shoes” and full de- 
tails concerning an agency in your 
city. There are fre- 
quent opportuni- 
ties for managerial 
positions among 
dealers who own 
and operate sev- 
eral Foot-so-Port 
Stores. 





FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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Moehring Promoted to Sales 
By Hood Rubber Company 


SAN FRANCISCO—Lee C, Moehring, a 
native of Seattle, Wash., has been pro- 
moted from the Seattle branch mer- 
chandise department of the Hood Rub- 
ber Company, a division of the B. F, 
Goodrich Company. He is now sales 
representative traveling the northwest 
area, it was announced by V. J, Reed, 
manager of the West Coast district. 





LEE C, MOEHRING 


Mr. Moehring graduated from the 
University of Washington receiving 
his B.A, in the School of Business Ad- 
ministration in 1952. During his 
achooling he worked in the retail shoe 
business, 


In 1952 he joined the Hood Rubber | 


| 





Company’s Seattle branch in the mer- | 


chandise department. He is active in 


the Chief Seattle Toastmasters’ Club | 


and the Theta Delta Chi Fraternity. 





Hamilton Names Gene Huck 


Assistant Super of Delmanette | 





Gene Huck has been appointed assistant 
superintendent of the Delmanette divi- 
sion of Hamilton Shoe Company, Sf. 


Louis, according to a recent announce. | 


ment by Harry Bennigson, vice-president 
and general manager for the firm, Hired 
as @ fitting room machinist at the in- 
ception of Hamilton Shoe Company 17 
yeers ago, Mr. Huck was made plant 
engineer approximately 10 years ago. 
Mr. Huck will assist B, V. Fister, vice- 
president in charge of manufacturing, 


| 
| 
| 
| 








DON’T BE A 


GOO-GOO 
DEALER 


Squawking won't help when the 
supplier puts the squeeze on, The 
thing to do is get out of his grip. 
Be independent. You'll be glad 
to do business with Holland- 
Racine, You get cooperation, not 
competition and coercion, and 
you sell a complete line of high- 
profit men's shoes with a ready 


market, 
ae With Helland. Rect 
. @ ‘ you're ies 4 “ah wes 
§ IS 2 yeu like-—-owhen yeu like, 
3 ma Write fer details, 
‘Mewoe™ 
HOLLAND-RACINE SHOES, Inc. 
HOLLAND MICHIGAN 
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YOU CAN DEPEND ON Goffin ATHLETIC FOOTWEAR 


Top Quality Littleway 


The Shoe Industries 

of the World 

meet in Britain for the 
Shoe and Leather Fair 


Wherever you are— whatever part you 
play in the Shoe Industry, you must be 
at the Shoe and Leather Fair to see:— 


@ The best of British Footwear on parade. 


@ Shoe Manufacturing and Repairing Ma- 
chines in action. 


@ The latest materials, accessories and 
components used in modern footwear. 





@ Large selections of all classes of sole, 
upper and light leathers. 


MAKE NEW CONTACTS by meeting repre- 











$5.60 


Style No. 6020 


Lively Stepper 
MAJORETTE — 
* Top quality 
White Elk 
* Gothalite hei 
Wear-Rite WE 
Shade Sole 

fesse SHIP 
10/8 Majorette TODAY 
Heel 

GIRLS 4/9 MISSES 12/3 


$5.00 





INFANT 
onan $325 
2/10 net 30 F.0.8. Binghamton, 








GOTHAM SHOE MFG. CO., 





lnc. 


GOODYEAR STITCHED—STYLE NO. 809 


CHILDREN 
SIZES @/,/12 
» less than 6 pr. 25¢ per pr. extra 


io te capi aan ees (Samples must be retained.) 






Binghamton, N. Y 


$360 








sentatives of the Shoe and Leather In- 
dustries from all over the world. 


OLYMPIA—LONDON 
October 1—5 


Recognized throughout the world as the 
Trade event of the year in Britain. 


Ticketa and further details from: 
THE SHOK AND LEATHER FAIR 
GRANVILLE HOUSE, ARUNDEL STREET 
LONDON W.C.2. 








‘Heel Commbiny Ad Wins F iret : Place in Competition 


Boston — In the current issue of 
the Art Directors Sketch Book, pub- 
lished by the Harry Volk Art Studio 
of New Jersey, a first place award was 
made to the Samuel Gerber Advertis- 
ing Agency, Inc., Boston, on an adver- 


























This ad, used in shoe and leather trade 

popers, was judged a leader by the Art 

Directors Sketch Book. If was prepered 

for the Leader Heel Company of Lynn, 

Mass., by = Samuel Gerber Advertising 
Agency of Boston, 
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tisement submitted of the Leader Heel 
Company, Lynn, Mass. 

This winning advertisement was pre- 
pared in three colors with a blue vig- 
netted background, against which six 
heel illustrations in full natural color 
were shown, with copy and figure illus- 
trations in black and white, This ad- 
vertisement was featured in all the 
leading publications in the shoe and 
leather field. Reprints of this ad were 
used as a mailing piece. 

When informed of this award for 
one of his trade paper advertisements, 
Samuel Grob, president of the Leader 
Heel Company, said, “It’s a wonderful 
testimonial, which I sincerely appre 
ciate, for this ad was judged and se- 
lected by the most critical audience 
possible, the Art Directors of the 
studio who present these awards.” 


Pick Sales Clinic Chairman 


MILWAUKEE—John E. Dickinson, 
vice-president of the Albert H. Wein- 
brenner Company, Milwaukee shoe 
manufacturing firm, has been named 
chairman of the third annual sales 
clinie of the National Association of 
Shoe Manufacturers. The session will 
be held August 20 in New York City. 
Mr, Dickinson is vice-nresident in 
charge of retail sales and advertising 
for Weinbrenner, which has its execu- 
tive offices in Milwaukee and plant at 
Merrill, Marshfield and Atigo, Wis. 








Our uniques Llama-process 


fashions, 


There is only one 
genuine Llama®- 
Finished Calf! 
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IN STOCK SHOES 


LOO re 


GMITEZE PROFIT POINTERS! 
BETTER SERVICE Means 
BETTER JUVENILE 


SALES 


30 STYLES ALWAYS IN STOCK 
Toddlers to Teens 
Thick Soles, Double Stitched Construction 


To Retail 
$3.50 


hie 















to 


$5.95 






No. 90 
Brown & White 
Saddle 


5'/,-6-—8,C,0 MADE BETTER 
No. 92 
Black & White 
Saddle 
B'/,-4-—A,8,C,0 WEAR BETTER 


Gear your whole Juvenile operation 
to practical Smiteze IN STOCK ser- 
vice. You'll be amazed how effi- 
ciently it works. 


GREAT LAKES SHOE CO. 
oconto WISCONSIN 





E-J to Complete Building 
Program for Employes by Fall 


Enpicott, N, Y.—Endicott-Johnson 
Corporation will spend about $200,000 
to build 20 homes for employes in the 
Glendale Drive section of West Cor- 
ners. Some of the homes will be fin- 
ished by fall, 

Forty-eight other new homes in West 
Endicott will have been completed dur- 
ing the summer for company workers, 
bringing to $700,000 the amount the 
shoe company has spent so far this 
year for housing and related develop- 
ment, such as streeta and sewers in the 
new residential divisions. 

Nearly 600 homes for employes have 
been erected by Endicott-Johnson in 
the Triple Cities area since World 
War II, when the company’s long-term 
building program was reaumed, 
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BGS Corporation Executives 
Tour European Shoe Centers 


New YorK—Eli Cohen, president of 
the BGS Shoe Corporation and Frank 
Fleming, sales manager of Honeybugs, 
Division of BGS Shoe Corporation, are 
presently conducting a style and ma- 
terial tour in Europe. 





FRANK FLEMING 


Due to the extensive nature of the 
BGS enterprises, Mr. Cohen will be on 
the Continent for an indefinite stay. 
He and Mr. Fleming will travel in- 
dependently, meeting occasionally at 
major shoe centers. 

Experienced in both the retail and 
manufacturing phases of the shoe in- 
dustry, Mr. Fleming’s prime interest 
will be in those European foot fashions 
which can be adapted to the American 
market for the Honeybugs and Honey- 
debs spring line, 





Heads Boston Area Division 
Drive for Jewish Appeal 


Boston—Mortimer Weiss, treasurer 
of the Cooney-Weiss Fabrice Corpora- 
tion, has been named co-chairman of 
the Shoe and Leather division of the 
Combined Jewish Appeal of Greater 
Boston, Mr. Weiss has also been elect- 





MORTIMER WEISS 


ed treasurer of the Appeal’s Business 
Men’s Council, composed of Greater 
Boston business leaders with key posi- 
tions in this annual campaign, 




















OO 


JOBS 
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BOX HANDLERS 


OE EP er 


BE 
READY 


for the fall 


RUSH 


Order enough LONG ARMS now so that your 
salesmen will always have one in easy reach, 
You will save a lot of time and eneray. Long 
Arms get the shoes from the high shelves and 
return the empties upside down, Handle lengths 
24” to 60”, $3.50; 72”, $4.50, sent parcel post 
prepaid in USA, Satistaction guaranteed, Specify 
handle lengths wanted and if for men's or 
women's boxes, 
Your jobber or CARL BEEMAN 

Cedar Heights Road, Stamford Connecticut 


0 Oe ee Ee 


JOBS 


ee ee ee 


Headquarters For 


CANCELLATION 


STORES 





Lowes? Prices 


Quality Brands 
Largest Stocks All Price Ranges 


Fine Footwear 


For Over 41 Years 


MOSINGER-COHN 


1 3, Mo 


























SALESMEN WANTED SALESMEN WANTED 








SALESMEN WANTED 








MR. SALESMAN:— Want To Sell 
CALUMET COLLEGIATES ? 


You can grow with one of America’s fastest growing lines! Our 
new factory, adding 50% to our capacity, is now in production 
and will enable us to take on new accounts and new territories 








beginning September 1. If you are looking for a money making 
line, and will travel these territories, we are interned 











in you. 
Georgia Kentucky Arkansas Kansas 
Alabama Tennessee Mississippi Oklahoma 
Florida Missouri Louisiana Texas 
WRITE: LEVERENZ SHOE COMPANY—SHEBOYGAN, WISCONSIN 
on ee SALESMAN WANTED SALESMAN WANTED 
Screpetnen Sen Vor, come to ty tamn Ooh coves Latner Grand, Stes bot take Wont Com: 
finest Line of well iced mission basis, Can be carried with non-conflictina 
plastic (Ladies’, Misses’, Children’s) Line, Established territories: Oklahoma, and State 
a. oy BS ——— oP. of Texas. Reply, with references. 
Son $68, ban pe cae RECORDER THE KEPNER SCOTT SHOE CO., INC. 
Chestaut & 56th Streets, Philadelphia 36, Orwigsburg, Pa. 























Manufacturer of nationally known popular priced Women's casual line desires 
capable salesmen, 

Commissions paid weekly. Non-conflicting side line may be carried. 

Give full qualifications, experience, and recent snapshot. 

Territories open: 


(3) Missouri-Kansas-Southern Iilinois 
(5) Colorado-Wyoming-idaho-New Mexico (6) California-Arizona 
(7) Washington-Oregon- idaho 


Reply to Box 571, BOOT and SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 


(1) Tennessee. Kentucky ri Louisiana-Mississippi-Arkansas 
4) Texas 











POSITIONS WANTED 


| POSITIONS WANTED 








U 





Seeks position with alert, progressive shoe manufacturer, intent on going 
places. Wide experience in all major phases of factory management, 
sheer ere control, sales, volume distribution in men's, women's and 


position at policy-making level. Have been with same company in 
executive capac years. 
talents with payoff opportunities for initiative, versatility and know-how. 


trade contacts. Prefer 


TOP-LEVEL SHOE EXECUTIVE 


s' footwear. Presently employed with leading firm in top management 


for ten Am now seeking wider scope for 


nder forty with twenty years’ experience in shoe business. Extensive 
ern Massachusetts location. Salary discussed. 


Reply to Box 572, BOOT and SHOE RECORDER, 10 High Street, Boston 10, Mass. 











FOR SALE FOR SALE 





FAM 


the-door parking; Famous Brands, DONAHUE, 


18 Ra 


EW J & D SHOE STORE in the City of 
Durand, i 
area about 
Realtors, Durand, Wisconsin, Phone 149, 


ILY SHOE STORE, PROVIDENCE, 
1., Located in Modern Building, with at AMILY COMFORT SHOR AND ARCH 
SUPPORT, Business with Six Thousand 
Complete Records and Pedographs of Patrons 
on file, Alr Conditioned Offices, Owner retir 
ing; will saerifice and remain for training pe 
riod if necessary, Reply: Melntyre Foot Aids 
Exchange Building, Memphis, Tennessee 


ot Avenue, Pawtucket, BR. 1 


trade 


Wisconsin: porwiatics of wy 
_ of 


16,000, AUTH & HEIT, 





SR SR Sa SRR RARER RE = 








SALESMAN TO REPRESENT MANUFAC. 

TURER of Popular Priced Women’s Comfort 
Shoes, Felts and Novelties, in Western Pennsyl- 
vania and Ohio. Reply to Box #575, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





SALESMAN WANTED: NORTHWEST 
~ TERRITORY — Manufacturer of Well- 
Known, Nationally Advertised Line of Casuals. 
Will have opportunity in near future for quali 
fied man to take over already well-established 
Northwest territory. Give full details in first 
letter, including present and past positions; ex- 
perience and qualifications, age and references. 
eply to Box #576, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


WONDERFUL OPPORTUNITY for the right 

men to sell our Fast-moving Line of Men's 
and Children’s Shoes, In-Stock, in the Medium 
Price Field. Drawing account to properly quali- 
fied applicants. Territories open: veorgia, 
Fiorida, Tennessee, Kentucky, Texas, and Okla 
homa. Reply to Box #573, Boot and Shoe Re 
corder, Chestnut & 56th Streets, Philadelphia 39, 
Penna, 


ALESMEN WANTED BY FOREMOST 

DISTRIBUTOR of Men's Dress and Work 
Shoes in the Pooular Price Bracket. Must have 
knowledge of the territory, Available are: Ohio, 
Indiana, Michigan, Ulinois, Reply to Box #574, 
Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





SIDELINE SALESMAN WTD. 


SHOE ORNAMENTS, BOWS AND FOOT 
SOX. Pocket size samples. Manufacturer 
offers highest commission, Reply to Box 556 

and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








S'DELINE: Make Your Expenses Selling Our 
Famous “Do-It-Yourself” Sign Making Kits, 
Write for Circular and Sales Plan. FRUCHEY 
SERVICE CO., Napoleon, Ohio. 





HELP WANTED 


ASSISTANT STORE MANAGERS: National 
firm. Age 22 to 33. College and Leather 
knowledge helpful. Splendid eppertenity. Reply 
to Box #570, Root and Shoe Recorder, Chest: 
nut & 56th Streets, Philadelphia 19, Penna 








BUSINESS OPPORTUNITY 


RE YOU QUALIFIED TO OPERATE A 

FAMILY SHOE STORE? Opportunity for 
interest, plus good salary; Top Lines; Estab 
lished, beautiful store; Suburb Chicago. Write 
immediately to: Shoes, 3425 Michigan Avenue, 
Kast Chicago, Indiana. 








FOR LEASE 


OMEN'S AND CHILDREN’S SHOE DE 

PARTMENT in a Modern Department 
Store. Reply, with references, THE EM- 
PORTUM—Ogden, Utah, 











accepted 18 words, $3.60, 

and charged at the word rate. 
at word rate, Classified advertising is payable in advance. 
opened for classified advertising except for regular advertisers on contract, 


a box num 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 46 words per inch, 
Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—5éth & Chestnut Streets, Philadelphia 39, Pa. 


CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings, 
When is desired, addressed to any of our offices, 12 words must be added for this 
If advertiser's own name and address is used, count each word (street number is one word) 


Send check or money order with your copy. 


Minimum amount 


No accounts are 
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Lorraine Gagnon, Tyer employe and o y ete guide, explains the construction 


features of Tyer Ropeex Oxfords to an 


terested group at the recent Tyer Rubber 


Company's hundredth anniversary celebration. 


Anpover, Mass. — Nearly 3,000 
people flocked to the recent gala 
centennial open house celebration of 
Tyer Rubber Company, Andover, 
Mass., at the company plant here. 
Visitors were conducted on plant tours, 
and saw, in actual demonstrations, 
how Tyer manufacturers rubber and 
canvas footwear, sports equipment, and 
industrial rubber products, 


Ameng other highlights of the all- 
day open house were a concert by the 
all-girl! band of Punchard High School, 
Andover, and the distribution of 
souvenirs, 

Wallace E, Brimer, president of 
Tyer Rubber Company, said the cele- 
bration was a means for Tyer to thank 
everyone in the Greater Lawrence area 
who contributed to the growth of the 
Company during the past 100 years, 





General’s Board Elects Four 


NASHVILLE, TENN.— Four General 
Shoe Corporation executives have been 
elected to the company’s advisory board 
of directors, a group which works on 
special problems, and reports to the 
senior board of directors, 

They are Paul Smith, superintendent 
of the company’s shoe manufacturing 
plant at Tullahoma; Sherman E. Rose, 
head of General Retail Corporation's 
women’s stores; William Wells, a dis. 
tribution executive, and Sam Butta, a 
shoe manufacturing staff executive, 


Abbott Director ot Industrial 
Relations at International Shoe 


St, Lovuis—George M, Abbott has 
been appointed director of industrial 
relations for International Shoe Com- 
pany, effective immediately. The an- 
nouncement waa made by James Lee 
Johnson, vice-president in charge of 
industrial and public relations, 

Mr. Abbott has been a member of 
the industrial relations committee of 
the National Shoe Manufacturers’ Aa- 
sociation aince it was firat organized. 
He will continue as general manager 
of the piece rate division in addition to 
assuming the duties of L. B. Brown 
who will be retained on a consulting 
basia, 

Starting with the W. H. McElwain 
Shoe Company's Boston office in 1914, 
Mr, Abbott has spent hia entire career 


1966 
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in the shoe business. He rose through 
the ranks of factory management, 
holding various positions as foreman 
and plant superintendent and was 
named manager of International's 
piece rate division in 1939. 


Trimfit Hosiery Appoints 
Two Sales Representatives 


New YorkK—Two new sales repre- 
sentatives have been added to the 
Trimfit Hosiery sales force, it was 
announced by Arnold Kramer, Trimfit 
president, 

Hal Kam has been appointed to 
cover North Carolina, South Carolina, 
and part of Virginia. Mr. Kam has 
traveled the South Atlantic states for 
the past eight years selling infanta’ 
and children’s apparel, 

Len Steinberg will sell in Florida 
and Georgia, Mr. Steinberg has sold 
infanta’ and children’s apparel to de- 
partment stores and specialty shops 
in Florida, Georgia and Alabama for 
the past six years, subsequent to his 
discharge from the Navy, 


queen 


BGS Plant Alterations 


MANCHESTER, N, H.—Alterations are 
to be made at the B.G.S, Shoe Corpo- 
ration plant on North Bedford Street, 
according to the Manchester Building 
Department, which granted a permit 
for the conatruction work, 




















Tyer Rubber Celebrates Centennial Mark | wantep To PURCHASE 


GAFFIN SHOES 
ine, + BE 3-7200 
146 DUANE ST., N.Y.C. 





WE PAY CASH 
for your 
* SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's * Children's 


BARSH & CO. “pric crs. 


Write or PHONE - MA Aiea 








MORRIS BAYROFF 


tormerty with M & R Shoe Co, 
NOW LOCATED AT 
187 DUANE Ruse. N.Y.C, 
Telephone R 2-4249 


Highest Prices “yo for 
Complete Stores & Closeouts 


Leases Assumed 








MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


Pesests WER, aan ads th 


York 7, 
Beekman 3-767! 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 
B. SABIN 
10) DUANE 57, ye ¥. 


NEW YORK 
elephone WOrth 2.2618 
































WANTED TO PURCHASE | WANTED TO PURCHASE 


WANTED TO PURCHASE 








YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


95 Reade $t., New York 13, N. Y. 
SAM CAMITTA & SONS COrtead? 1643704 
Foremost Cash B, 


i 1906 
Surplus Stocks © Closecuts yg sal a a i ee i Protected 


















WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 
B. & R. SHOE CORP. 


TOP DOLLAR! 
in i. 

















74 READE ST., NEW YORK 7, WN. Y. 
WAVE RELIABLE WORTH 2-688 = 
132 Me. 40h $4, : Phila. 6, Pe. RALPH VOGEL 











CASH 


TOP PRICES 


SURPLUS SHOES 
CANCELLATIONS 


WHO CAN BEAT COMPLETE STORES 
Write or wire for fan ae. 


UNCLE LOUIS’ tien quality men’s, 


PRICES... wommente anh ciidved'e anaes. 


For the enswer—phone or write 


LOUIS CAMITTA & SON 
4 READE ST, NEW YORK, WY. 














Topic of the Day 
WHO CAN 
BEAT IKE... 









MOSINGER- COHN 














BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 
B A R | S surplus men's, women's and children's shoes. 
THE NATION'S FINEST 


Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


19-81 Reade St. + Mew York 7, WY. * Tel: WOrth 25180 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 











Write or Phone 

LOmbard 3-2062 NOTHING TOO LARGE OR TOO SMALL 
CAMITTA SHOE CO. George J. Arronson Associates 
120 No. 4th St. Phila, 6, Pa. wr eren eae 











WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 
hex L. Mettser, Pres. Ivanhoe 1-9630 
































J CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 


bead 

V Quality Shoes V Complete Stores 
: 

: Any Quantity... 


Any Time! 


For Quick Action, 
rite, Wire of Phones 





CE 1-4898 


QUALITY SHOES SINCE 32 
"WHILE IN TOWN SEE WEIL" 


CE 1-3762 





MERCHANTS' NEEDS 








AND Uilows 


tO, 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
raphe and beautiful art work 
or direct mail and news- 
paper advertising. 

° 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores 
cities you want to see or 
leave the selection to our ad- 
pet # cnc staff, 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 


IHats 











New York City 

















BUY BONDS 
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CROMPTON 
RICHMOND 
COMPANY 


Deas Gam OR van 





The importance of available cash in a steady stream is a 
historical maxim. Throughout the ages a favorite quip has 
been, “There is nothing the matter with me that money can’t 
cure.” A modern plant, and excellent product, a dovetailed 
organization, and a satisfactory distribution may easily be 
hampered by inadequate cash — though the current assets 
would turn competitors green with envy. “Current assets” 
include the receivables which may take a month or more to 
liquidate — but where was that cash yesterday ... or last 
week when it was most needed? 


Crompton Factoring turns worrisome receivables into cash 
on a continuing basis ... freeing you of any credit responsi- 
bilities and the work and cost entailed in liquidating those 
receivables, And the fact that Crompton’s financial strength 
can take care of your needs at all times — that too adds to 
the wonderful feeling. 


The Human Factor 





CROMPTON-RICHMOND CO., INC. 
1071 Avenue of the Americas, New York 18, N. Y. 


Crompton-Richmond -Joel Hurt Co. 


Glenn Building, Atlanta 1, Georgia 
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The Shoe Stylist... 


. and the SHANES in his or her shoes 





Style is basic. Style sells shoes. 


That’s why shoe manufacturers put so much time, 

money and effort into styling. 

To keep styles “in style’ longer, many make it a point to use 
United Shanks. The right United Shank complements styling, 
preserves the basic lines of the shoe, gives your customer a better 
product. United Shanks are Vila-Tempered for extra strength 

and freedom from distortion. They fit like the master models. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 







VITA-TEMPERED STEEL SHANKS 
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C lenial 
WASHABLE WHITE 





LEATHER 





PASSES THE Pina wn TEST! 


COLONIAL TANNING COMPANY, INC.,, BOSTON 11, MASSACHUSETTS hr) 








the Money... 
And ALL You Need 
rr a SUCCESSFUL 


s Shoe Business 











IN-STOCK FOR 
GERBERICH DEALERS 


YOUTHS 12-3 
BOYS 1-6 
BIG BOYS 6'4-11 





Because they find just the styles they want, 

youngsters the country over, have made 

Gerberich Dealers their style headquarters. 

One boy tells another about these swell shoes from 

and soon every kid on the campus turns up ° 

to be fitted with a new pair. Gerberich Quality Gerberich si 

keeps them coming through three size runs ... the Finest Name 
into the men’s department. Payne in Boys Shoes 


SHOE COMPANY 


MOUNT JOY PENNSYLVANIA 
OFFICES: NEW YORK, Marbridge Building, 
Room 417, LOS ANGELES, Haas Building, 
Room 919, PHILADELPHIA, 12 8S. 12th St., 
Room 914, 


In Canada: J, Leckie & Co,, LTD, 





